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Rowell’s American 
Newspaper Directory 


for 1908 will be ready for delivery the 
latter part of May. The subscription 
price of the book is Ten Dollars net 
cash. Persons desiring to register a 
subscription, and willing to send 
check with order mow, may have a 
discount of ten per cent from the 
above price, making the net price 


Nine Dollars 


and tothesein-advance-paid subscribers 
a copy of the very first lot received from 
the binders will be sent express paid. 
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pany, Publishers of Rowell’s Ameri- 
can Newspaper Directory, 10 Spruce 
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THE SANITOL CAMPAIGN. 


NOTEWORTHY SUCCESS IN ENLIST- 
ING RETAILERS’ CO-OPERATION BY 
A UNIQUE SAMPLING PLAN, 
QUICKLY SECURING WIDE DISTRI- 
BUTION. 


Recent advertising of the 
“Sanitol” Tooth and Toilet Prep- 
arations has attracted wide atten- 
tion, largely because of the unique 
selling plan involved in the large 
advertisements featuring an offer 
of “$2.70 Worth for $1.” 

Much interest has been ex- 
pressed in the policy back of this 
special campaign as well as in the 
results which it accomplished. No 
better object lesson has been fur- 
nished in some time of successful 
effort to secure the active co- 
operation of the retail trade in 
introducing a complete line of 
goods all over the country within 
a limited time. 5 

This was really the strongest 
feature of the plan. The adver- 
tiser kept definite tab of results, 
all orders were received direct 
from the consumer, but filled by 
the retail druggist without cutting 
his regular profit so much as one 
penny. ; 

The plan originated with Mr. 
Hamilton Gibson, manager of the 
advertising department of the 
Sanitol Chemical Laboratory 
Company, who was-also respons- 
ible for the conduct of the cam- 
paign from beginning to end. 
When asked by a Printers’ INK 
reporter for information relative 
to the company’s advertising Mr. 
Gibson said: 

“The Sanitol Company was 
founded ten years ago, and short- 
ly after its organization formed 
itself into a co-operative business 
by which we interested dentists 
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who were believers in our prepar- 
ations to lend us their co-opera- 
tion and take stock in the com- 
pany. 

“This co-operative principle has 
been the foundation of our suc- 
cess and the strongest element in 
our growth. There are 5,000 
dentists who are now associated 
with us as stockholders, and with 
their efforts, as well as the efforts 














GIBson. 


HAMILTON 


of other dentists who each year 
were kept liberally supplied with 
the Sanitol tooth preparations, we 
gradually built up our business to 
its size of three years ago. 

“At that time we began to ex- 
tend the co-operative privileges 
to retail druggists and to-day 
there are over 5.000 retail drug- 
gists who are co-operatively in- 
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terested in our business. The 
same privileges, have lately been 
extended to wholesale druggists 
and department stores through- 
out the country, as we find that 
where a man holds stock in the 
concern he puts his elbow behind 
our preparations to an extent we 


could not otherwise hope for. 
This extra effort is worth one 
hundred times more to us than 


the small amount of stock which 
each shareholder has to purchase 
and on which we are only too 
glad to pay dividends, giving him 
extra profits on his sales of Sani- 
tol preparations, 

“Up to three years ago Sanitol 
preparations had never been ad- 
vertised to the public except by 
the personal recommendations of 
dentists and druggists. When we 
began periodical advertising we 
used quarter pages in a list of about 
eighteen magazines. The feat- 
ure of these advertisements was 
the large name-plate “Sanitol” in 
its characteristic block letters, it 
being made the most prominent 
part of every advertisement, This 
advertising and the general cam- 
paign which was begun on the 
drug trade at that time succeeded 
in doubling our business for that 
year. 

“The next y 
Sanitol in a larger 
full pages and quarter 
magazines like the 
Home Companion. We featured 
“Sanitol Tooth Powder” not men- 
tioning any other preparations 
which we manufactured. Our 
business that year was again 
doubled. 

“The third year we began ad- 
vertising Sanitol in a larger way 
than ever before, also separately 
advertising “Sanitol Face Pow- 
der” a new preparation of great 
merit which is making consider- 
able headway. Our advertising 
expenditure had gradually been 
increased each year with a com- 
mensurate increase in our busi- 
ness, but the increase was largely 
confined to the two preparations 
which had been featured in the 
advertising thus far done. The 
unadvertised preparations on our 
list did, not grow in demand in 


advertised 
way, using 
pages in 
Woman's 


-ar we 


anything like the same propof- 
tion. 
“We, therefore, felt it import- 


ant to devise some plan by which 
we could go to the consumer and 
‘atroduce all at once our full line 
of tooth and toilet preparations 
without in any way antagonizing 
the interests of our druggist- 
friends, and our $2.70 plan,” as I 
call it, was the result. 

“There were many things to be 
considered in connection with this 
campaign which would hardly 
suggest themselves to the casual 
observer, For example, we want- 
ed the co-operation of the retail 
druggists in our campaign so that 
they would push the Sanitol line 
as it had never been pushed be- 
fore. We were highly successful 
in this respect. 

“Also we are endeavoring to 
build up profits on tooth and toi- 
let preparations for the retail and 
wholesale druggist. Since the at- 
tacks on patent medicines their 
profits have greatly dropped 
away, so they are in a position to 
doubly appreciate any effort to 
restore regular prices on a class 
of goods that had fallen into the 
“cut-price” class. 

“Our plan of operation includ- 
ed Sanitol trade concessions and 
discounts for all who co-operated 
with us, by which they can make 
an additional profit on the sale of 
our goods and make more money 
by pushing our line than can be 
made in other departments of 
their business. This has naturally 
met with a most favorable re- 
sponse. 

“In planning a campaign of this 
magnitude, for it involved an ex- 
penditure of about $100,000, any 
manufacturer takes a_ certain 
chance, but we did some careful 
calculating before we decided on 
the plan, and felt pretty sure of 
where we were coming out after 
it was all over. 

“From our experience in sam- 
pling our friends with full-size 
packages of Sanitol preparations, 
we felt sure that if we could get 
the regular packages into the 
hands of consumers, giving them 
a month or two to get acquaint- 
ed, the majority would like them 

(Continued on page 6.) 
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In East Orange, New Jersey, lives the Advertising 
Manager of one of the largest national advertisers. 


Recently he asked a clerk at his local Post-Office, 
“Are you handling a greater or less number of maga- 
zines than formerly ?” 


“T believe the number of magazines deiivered by 
this office has increased fully fifty per cent within the 
last year,” was the reply. ‘“‘lhe magazine habit is 
growing stronger every day, but, by far, the most won- 
derful thing I have noticed in my Post-Office connection 
is the tremendous circulation of THE Lapirs’ HomE 
JOURNAL,” 


“What class of people take it?” 


“Why, all classes. If they take any magazine at all 
they are pretty sure to have THE Lapigs’ Home 
JOURNAL.” 





The circulation of THE Lapies’ Home JouRNAL 
in East Orange is approximately eight hundred. The 
total population is quoted at twenty-five thousand. 
Allowing five persons to a family, this means that in 
East Orange one family in every seven gets THE 
Lapits’ HOME JOURNAL. 


Statistics relative to a great business are sometimes 
so large as to be beyond ready comprehension, but hy 
isolating a single detail, and then analyzing it, the facts 
are realized in their full significance. 


THe Curtis PUBLISHING COMPANY 
PHILADELPHIA 


New York Boson CHICAGO 
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so well that they would come 
back to the druggists for more, 
and remain permanent patrons. 
This would amply repay us for 
the initial expense to 
get the goods into their we AR 

“We also wanted to accomplish 
at one stroke what with ordinary 
methods would have taken us ten 
years to accomplish—wide dis- 
tribution for our complete line. 
The purchaser was made the un- 
witting medium for getting his 
druggist to put in a stock of our 
goods, or lose a sale and a profit 
of $1.25 on that single transac- 
tion. 

“the campaign opened on June 
15, 1907, with a general announce- 
ment to the trade showing the 
advertisements and telling what 
we proposed to do. Booklets, 
circulars, dodgers, letters and 
pamphlets were sent each month 
for seven months to 32,000 re- 


tail druggists, 300 wholesale 
druggists and 3,000 druggists’ 
salesmen, 


“We urged the druggist to place 
his order in advance of the start 
of our campaign, making it 
easier by suggesting different trial 
assortments, showing net cost of 
each, how many orders it would 
fill and the net profit accruing to 
him. The whole scheme was very 
carefully explained, and I don't 
think there were very many who 
did not thoroughly understand 
how it worked and where they 
came in on the deal. 

“At the same time these drug- 
gists were offered an opportunity 
to become Sanitol stockholders 
and secure an extra five per cent 
rebate, and also coupon cards 
which were good, with $1, for the 
trial assortment advertised. 

“The advertising to the con- 
sumer commenced with the last 
week in August and consisted of 
two full-page advertisements and 
one single column advertisement 
in the Ladies’ Home Journal, 
Associated Sunday Magazines, 
Woman’s Home Companion, Col- 
lier’s and the Delineator, also one 
double-page spread, one full page 
and one single-column advertise- 
ment in the Saturday Evening 
Post. Our list also included a 


number of Canadian daily and 
weekly periodicals. 

“In selecting the list of medi- 
ums we found it a difficult prob- 
lem to choose those which, in 
combination, would (ist)  in- 
fluence the trade greatest and 
(2d) influence the consumer 
greatest. The periodicals finally 
chosen were considered likely to 
bring us a greater percentage of 
returns than any other list con- 
sidered. The success of our cam- 
paign we felt would lie in the 
tremendous impression made on 
the public mind through the big 
page announcements of Sanitol’s 
offer, This was one reason for 
the choice of mediums whose 
pages offered a big expanse of 
space. 

“The double page spread inthe 
Saturday Evening Post created 
an immensely favorable impres- 
sion on the trade, causing it to 
realize the bigness of the offer 
and the bigness of the campaign. 
It awoke the enthusiasm of the 
dealer as perhaps nothing else 
could have done. If I were go- 
ing to work the ‘$2.70 campaign’ 
again I think I would still choose 
the same mediums, as the results 
seem to justify it. 

“We received a total of nearly 
310,000 coupon orders, as follows: 
Number of coupon orders received. . ..309,981 
Number of coupons received from 

MAQAZINES.....20+000 115,244 
Number of coupons received from 

PEN Sci cubusiessteesae 


+ 186,553 
Number-of coupons received from 
Canadian advertising... 8,184 


These returns may be further 
divided according to source as 
follows: 

Saturday Evening Post....... 35,165 


Ladies’ Home Journal....... 23.485 
Associated Sunday Magazines 22,002 


Woman’s Home Companion.. 10,355 
LS SS Oe aaa »719 
Collier’s Weekly...........++ 1829 
Miscellaneous (no magazine 

mentioned) all ads....... - 7,689 115,244 
DEMING Sc sceadeasasssnwnssaee 8,184 
Coupon cards supplied drug- 

AGES. .c0ccee ee: 006 vie0cn'e 149,817 
Druggists’ newspaper adver- 

eee err - 25,984 
Druggists’ circular matter... 45504 
Dentists’ coupons............ 3,256 
Endless chain coupons....... 1,870 
Dentists’ circular matter.,... 638 


Drug store hangers.......... 


Total coupons received... 309,981 
“The returns from the Satur- 
(Continued on page 8. 
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(From PRINTERS’ INK, February 26th). 


The Evening 
A Local Bulletin of Phil- 
Circulation 4 ¢e\phia has made 
it widely known that “in Phil- 
adelphia nearly everybody reads 
the Bulletin.” The same state- 
ment with a different setting is 
made in an analysis of the paper's 
circulation during January, which 
has just been completed. The 
analysis shows that only 6,642 
copies are sold more than thirty- 
five miles from the city limits of 
Philadelphia. The detailed fig- 
ures follow: 


In Philadelphia and Camden...... 205,899 
Outside “ Ke wastes 46508 
Outside circulation subdivided as 


follows : 
Within 10 miles of city limits..... 7:749 
Beyond 10 and within 20 miles.... 10,450 
cay ““ ai “ 


ented + 19,440 
96 MOTI... ccccccccsses 6642 


Practically all of the Bulletin’s 
circulation is within buying dis- 
tance of Philadelphia, 
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day Evening Post are discounted 
ten per cent and from the Asso- 
ciated Sunday Magazines twenty 
per cent for the reason that they 
bought up numbers of copies of 
these publications in order to 
secure the coupons. With that 
exception the returns are a true 
indication of the pulling powers 
of each medium. 

“We had figured on securing 
about 250,000 favorable replies, 
but the actual result far exceeded 
that, as you see, while the entire 
cost of the campaign did not fig- 
ure up over what we had origin- 
ally planned. 














“It is interesting to examine 
the returns tabulated by weeks. 
In spite of so-called panic con- 
ditions existing during the last 
three months of our campaign 
(and which many imagined might 
prove a serious antagonistic 1n- 
fluence) the orders received 
steadily grew in number. 

RETURNS TABULATED BY WEEKS, 

i MR cis ceseese bcnk tbebwes 2,517 
. Det errr ee 3,885 
Re mau cbuas chuticndena he 9.382 
Se. cesesccnaes seeeebeusere 95423 

WE MORN oscscse sebinienskwee 25,207 
sth week......00 beds awenenases 8 481 
Gta coccccccccecccconce +++ 10,296 
Wie cwecsccecese 0 oceeceeeeL2,608 
Btn * a.cccccccccccvcevscees 13,612 

IEE 5 cn cunccssnecbassenns 44,997 
Othe Week.osccccovcessses 0 00000%Ss707 
Sh: > Gvivvausiwes cee: See 16,656 
ER. Nebcewewhewss uiuneenl 17,720 
Me” “Suswvaskeneesee occee sSNGGOF 

34 month........... Peae ened 68,400 
COR oo csécenvcewes soess8t Oye 
Sette “© nccccccsccsecccccvceves 19,078 
SM . ehunecunsuncnsivencass 21.908 
ST Grushsspacm sanceswent 24,889 

er MINERS sacs hasan vecnnanse 87,847 
PE iiss sccuneeted due  » 259444 
FN onsaccavetecgosesexeced 21,178 
tgth © ...0. cecccecscces ++ + 36,848 

Last weeks... beaeun ee pakeeseadky 83,470 

Tetal..... eT TL eee 309,081 

The cost per reply from the 
magazines was much lower than 


we had anticipated, figuring up in 
this order: 


1. Saturday Evening Post....... 15 4-100, 
2. Associated Sunday Magazines.18 5-10, 
3. Ladies’ Home Journal........ 34 3-10C, 
4. Woman's Home remeieaens 39 I-10. 
5: SO a 4! g-toc. 


6. Delineator.... ......+0.+00005 44 5-10C. 
Average cost, 25 2-10c., including mis- 
ccllaneous repl'es 


‘The States which lead in the 


number of replies to the offer 
were: 

1. Pennsylvania, 

Ohio. 
3. Illinois, 
4. Missouri, 
“The city which sent in the 

most replies was Pittsburg. Next 
came St. Louis, but the bulk of 


the business came from the coun- 
last 


try districts. Up to year 
Sanitol had been strongest in the 
cities and rather weak in the 
country towns. To-day Sanitol 
preparations are probably strong- 
er in the country towns than in 
the cities, as a direct result of 


this campaign. 
“Some druggists went into the 


game most energetically for all 
they themselves could make out 
of it. 

Profit 


One in Knoxville, Tenn., filled 2,320 
assortments, $2,9 0 00 


* St. Louis, Mo., filled 1,080 
assortments, 1,359.00 

“ “ Ottawa, Canada, filled 967 
assortments. 1,208.75 

“ « Nashville, Tenn., filled 1,572 
assortments. 1,905.00 

“* © Cleveland, Ohio, filled 876 
assortments. 1,095 00 

Each 

Profited Over 

15 druggists filled over 1,000 
assortments. $1,700.00 

36 * Re over 600 
assoriments, 1,020,00 

120 ; over 500 
assortments, 850,00 

137 * is over 250 
assortments. 425.00 

211 ed oa over 100 
assortments, 170.00 

1082 oe = over 50 
assortments, 85.00 

2112 is " over 10 
assortments. 17.00 
The balance of the 103,911 assortments 


were handled by 34,927 other druggists. 
“We were most agreeably sur. 
prised ai the enthusiastic way in 
which the trade took hold of the 
proposition and made the most of 
it. Really it furnishes a notable 
example of what can be done in 
securing the hearty co-operation 
of the trade when the selling plan 
considers their interests and every 


facility is offered them. 

“We supplied clectrotypes of 
advertisements embodying our 
offer in twelve different styles, 
varied in size from single col- 
umn four inches to five columns 
thirteen inches free to druggists 
who would use them in_ their 








PRINTERS’ INK. 6 


local papers, over their own namie, like Cleveland, Louisville, Nhsh- 

at their own expense, or on cir- ville, Ann Arbor, Toledo, Los 

culars, dodgers, hand-bills, ete, Angeles, Chattanooga, Atlanta, 
Of these electrotypes we’ sent Springfield, ete. 

out more than 8,000, and we esti- “Window displays were fur- 
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WETS: ™:_ ‘The Sanitol Chemical Laboratory Co. 
{282 Laclede Ave. 8 Lonis, Me, 
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Carough my droggint: when 


















Perhaps sou are now using one or more of the Sanitol Preparation’— the Toorh Powder, the Face Cream, or the Liauid 
Aniisept jut you do not kaow the other producis or their equal ment. This special offer 1 th introduce chem 
you, We are quite certain that, if once you try them, you will use them always. 
V , b the excellence of @ll the Sanitol Tooth and Toilet Preparations we will deli 
ail 1 at the m to you ch your draggiss, for $1.00. 
Cut out coupon te woper iaht usd disale ol tbs bla Getta to 
us with a $1.00 bill and your druggist’s name and we will deliver 
to you, through your druggist, the complete assortment of 
10 full size packages of Sanitol illustrated above, 
retail price of which is $2.70. 


are a 
creed Tooth Powder, an an 
+ the health of the te eth Prev 
teeth oh dans Ba bets Sihcsyntly from oo a 
Sanitol Face Cream, the oxygen face cream, absorbed insts 
ins no grease, purifies the skin by oxygen. A skin nourisher and 
Absolutely the Soest porioct (ate:tetoils sade. 
Tooth Paste, pure white, contains oxygen. which kecpy gold filling 
the tegth aad prevents tooth troubles, Contains the oxidizing and antiseptic properties of Sanite 
fresh and soft. Im a tube, no waste, convenient for travelets, 
Sanitol Tooth Powder, the Oxygen Taleum Powder, absorbs skin itnpuritics by nature's purifict, ox) 
healing, soothing. No toilet powder you have ever used can compare with this, 
Sanitol Liquid Antiseptic, an unequaled mouth wash tor the weth and mouth. Kills the germs of decay, purifies 
delightfully flavored and cooling. An antiseptic recommended by dentists. Price 28 « cents 
Feoitnl Bath Powder, the oxygen bath powder, » cooling bath luxury, which instills refreshing, invigorating teal:ls 
Price 2 pss 


xygen producing properties are absorbed into the skin, enabling the body to wani off disease. 


Sanita Tooth Brush, guaranteed, “sdapzed to the shape of the terth and mouth, serrated 




















well polsbed 






ta! s$ 
Price * cents 


‘ 





Price 2s cents 


he br 











uit at the end easly to reach between and aroand ail tooth 

“ A nad to hang it by. Hard, medium and soft. Price 35 cents 

Sanitol Shaving Creme, ¢ _ oxygen creme. A new form, a solt jelly in tubes, Ready 

Ng brush, no soap, no lather. Just apply, then shave, — The hygienic 

: Price 25 cents 
-% Sanitol Violet Elite Toilet Soap, 2 delicately perfumed toilet soap for discriminating person 

Price 25 onl 


Sanitol Face Powder the oxygen face powder, a complexion beautificr that removes the 


i Ax eacta fine, pure soap that produces a soft skin and clear complexion 
n the skin and brings nature's beauty to the face and ticck. Three 
Price 





oily and shiny appear: 
tints: Files’, white breertic 


Do not delay. Send your order at once. This offer expires Dec. 31st, 1907 
She s*7= The Sanitol Chemical Laboratory Company 











“Sapitel is 
hapegary 4252 Laclede Ave., St. Louis, Mo. 
oer weed* Makers of All the Sanitel Tooth and Toilet Preparations 








THE $2.70 OFFER. 


mate that the newspaper space nished to 19940 retail druggists, 
thus secured would have cost us and some kept Sanitol in their 
$150,000. Advertising was thus window from the beginning to the 
obtained for our offer in towns end of the campaign, or for more 
and cities of all sizes up to those than four months. These window 
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displays consisted of a_ large 
three-piece Sanitol Girl Screen, 
transparencies, cut-outs, display 
cards, hangers, booklets, etc. 
“The number of direct custom- 
ers (those who purchase Sanitol 
in quantities of $25 or over) 


at the beginning of the campaign . 


was 5,672. We now have over 15,- 
962 such customers, a gain of 
over 10,000. This includes every 
jobber in the United States and 
Canada, each one of whose sales 
increased from ten per cent to 
5,000 per cent as a result of this 
special advertising. 

“This campaign brought us: so 
much business trom Canada that 
we have been forced to erect a 
laboratory and manufacturing 
plant in Toronto, where we will 
from now on manufacture all the 
Sanitol preparations required for 
our Canadian trade, thus giving 
Canadian dealers the benetit of 
reduced cost of manufacture. 

“From the druggists’ names 
mentioned in the returns we esti- 
mate that the Sanitol Tooth and 
Toilet Preparations are to-day 
sold by ninety-two per cent of all 
the druggists in the country. Over 
5,000 druggists became Sanitol 
stockholders, and more than 22,- 
ooo handleu the assortment. 

“The general effect of the cam- 
paign on the sales of Sanitol at 
regular prices can be accurately 
gauged from the fact that while 
department stores were not al- 
lowed to handle the $2.70 assort- 
ment proposition their sales of 
Sanitol preparations increased 
thirty-five to forty per cent, 

“The returns from this cam- 
paign will be felt for years to 
come. Sales following the close 
of the campaign gave in January, 
1008 (usually the dullest month 
of the year), sixty per cent in- 
creased output over January, 
1907. Sanitol accomplished for 
itself in six months what ordinary 
methods would have taken six 
years to accomplish.” 

C. A. Menet, New York Spe- 
cial Agent, has moved his office 
from 23 Park Row to 220 Broad- 
way. 


THoMAs B. WANAMAKER, pro- 
prietor of the Philadelphia North 
American, died in Paris on March 
3d. He left this country about 
three months ago for an extend- 
ed stay in Egypt where he hoped 
to regain his health, which had 
been broken down through hard 
work in connection with the busi- 
ness of John Wanamaker, The 
announcement was made Febru- 
ary Ist of .the retirement of 
Thomas. B, Wanamaker from the 
mercantile firm, which is now con. 
ducted by his father, John Wana- 
maker, and his brother, Rodman. 

— 49 


WILt1AM TAYLOR, who has been 
for a year and a half advertising 
manager of the Pharmaceutical 
Era and the Soda Fountain has 
resigned to assume management 
of the Tourists’ Supply Co., 12 
Spruce street, New York, The 
latter concern is marketing toilet 
preparations in ‘Schenck’s Bot- 
tle,’ which is claimed to be “the 
first and only non-refillable bot- 
tle to solve the problems of man- 
ufacture and cost, and to be 
offered to the public practical and 
complete.” 





——_+o+. 


Tue Terre Haute Tribune re- 
cently had a “house-warming” 
edition, which carried 442 col- 
umns of advertising. The Trib- 
une states that this is 112 col- 
umns more than any other In- 
diana daily ever carried. 

tee 

GeorGE S, KRANTz, 102 West 
14th street, New York City, has 
been appointed eastern represen- 
tative of Case and Comment, 
published at Rochester, New 
York, 





——__+o>—_—_- 
OF DEFINITE VALUE, 
New York, March 4, 1908. 
Editor of Printers’ INK: 

We have read with interest your 
editorial in the issue of Feb. 26th, and 
are moved to express our admiration 
for your policy as therein set forth. 
It is no doubt due to your strict ad- 
herence to such a policy, that Print- 
ERS’ INK has always maintained a posi- 
tion of definite value in its field, 

, Very truly yours, 
Tue O. J. Gupe Company, 
mM, 3. 0, 








PRINTERS’ INK. 


THE CUNARD “DAILY 
BULLETIN.” 


Some half dozen years ago 
the present writer had an article 
in Printers’ INK under the cap- 
tion “Supposed to be Propheti- 
cal.” It was an attempt to look 
into the future of the Marconi 
wireless system of telegraphy— 
just then introduced—and it fore- 
told that, at no distant date, a 
daily newspaper published on the 
ccean liners would be an accom- 
plished fact. 

The Cunard Steamship Com- 
pany, on its new leviathans, Lusi- 
tania and Mauretania, is to-day 
making good that prophecy. On 
the former is published at eight 
o'clock every morning the Cunard 
Daily Bulletin, an exceptionally 
well printed and handsome-look- 
ing 32-page paper, measuring 
6x1o inches. It is profusely il- 
lustrated and contains fully as 
much advertising as reading mat- 
ter. It bears the imprint ‘“Lusi- 
tania Press, Atlantic Ocean,” with 
the date of issue, and it sells for 
five cents a copy among the pas- 
sengers. Its daily sale may run 
from 500 to 2,000, according to 
the number of passengers. 

This “sea-going” newspaper de- 
pends for its news upon its wire- 
less service from Cornwall in 
England and Cape Cod, Massa- 
chusetts, added to such items as 
its Marconi operator picks up 
from passing steamers that may 
be 150 or more miles away. The 
news is in the nature of import- 
ant events, political, and other 
happenings all over the world, 
together with accidents, fires, sui- 
cides and law trials on both sides 
of the water. The two inside 
pages are devoted to this wireless 
news and the rest of the reading 
matter is composed of the list of 
saloon passengers, with poems, 
short stories and miscellaneous 
articles of a character more suit- 
ed to a magazine than a news- 
paper. The actual “news” is very 
limited in quantity and in interest. 
It is headed ‘Miscellaneous News 
From All Parts of the World,” 
but the items would find very 
obscure corners in the average 
newspaper published ashore. In 
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the Bulletin, however, much is 
made of them, and there is a de- 
cided anxiety on the part of the 
passengers to get their “morning 


paper.” 
the advertising is of a most 
varied character and emanates 


from both sides of the ocean. 
Macy’s has a full page in every 
issue—the only department store 
that is represented. Several 
British ‘“drapers” and _ outfitters 
have modest spaces, but railroads, 
hotels and tourist agencies have 


ads of very liberal size. Ales, 
stouts, whiskies and_ mineral 
waters are well represented in the 
publication, and some of them 
make conspicuous use of the 
phrase “obtainable on board.” 

I have no knowledge whatever 
of the advertising rates, nor 
would I strongly advise the 


American advertiser to use the 
Daily Bulletin as a good paying 
medium. While the circulation is 
necessarily small it must be re- 
membered, however, that many 
copies are doubtless kept as sou- 
venirs, and shown and loaned to 
friends long after the passengers 
have landed. 

To regard the ocean daily 
newspaper as anything else, at 
present, but a novel fad would be 
unwise. It is not probable that 
a regular newspaper size can ever 
be used, on account of the diffi- 
culty of printing on board, but at 
present some twenty-eight of the 
thirty-two pages are all printed 
ahead and the news sheet bound 
in with them. Some day, when 
every Atlantic liner has its own 
daily, there will be some incen- 
tive to enterprise and to news- 
getting and they will then be al- 
most as interesting reading as the 
papers printed ashore. 


J. S. Grey. 





Ir is said that a woman in 
Chicago who has two professions 
—that of caterer and that of 


trance medium—makes the fol- 
lowing ingeniously worded sign 
announce both her psychical and 
physical lines of activity: 
“Madame Black, Caterer and 
Trance Medium, Groceries and 


Previsions,” 
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WHEN DOES STREET-CAR 
ADVERTISING PAY? 

CARLTON H, TOMER, OF THE TOMER 
\DVERTISING AGENCY, — BOSTON, 
NEW YORK AND CHICAGO, GIVES 
HIS EXPERIENCE—NOT A BARGAIN 
MEDIUM, BUT GOOD FOR GENERAK 
ADVERTISERS—THE SERVICE IN 
NEW ENGLAND, 

“In telling of my experience 

with street-car advertising, in 


connection with advertising a cloak 
and suit house, 1 am not speaking 
as a prejudiced man but as a dis- 
appointed one,” said Mr. Tomer 
to a Printers’ INK _ reporter. 
“When the Boston street-car situ- 
ation is viewed from a circulation 
standpoint by a believer in circu- 
lation one is readily convinced 
that it should be the medium for 


this business. the arguments 
that can be brought to bear by 
the solicitor tor this medium are 
strong, forcible and convincing 
but alas in my case have not 
proved practical. 

“To the merchandise man of 
to-day, the keen expert buyer and 
marketer, the question of a quick 
turn in stock is the first prime 


requisite to his holding his posi- 
tion. My experience has _ fully 
proved that the daily press is the 


only medium that fills the bill. 
The development of the daily 
paper and the department store 
have been  synonymous—every 


family looks to its weekly supply 
of staples from the bargain col- 


umns of its favorite paper—the 
prices current of the home. | 
don’t believe that anyone in the 


advertising business can deny the 
field of the daily paper. To go 
into any home on a Sunday 
morning and find the buyer of the 
home—the woman—busily — en- 
gaged, not in the news columns, 
hut in the advertising pages of 
the paper that carries the most 
bargain announcements, is all 
convincing of the direct way to 
rapid selling of stocks. 

“I found, upon taking hold of 
the advertising department of 
Conrad & Co., of Boston, a 
street-car contract covering a 
period of five years. This con- 
tract had been purchased at a 
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Conrad & Co. were 
new store and wantc: 
the public thorough!y 
familiar with their change ot lo- 
cation and increased _ facilities. 
The contract was first signed for 
one year, which would have fully 
served its purpose, but unfortu- 
nately, as is too common a trait 
of advertising solicitors, a new 
contract was signed to replace the 
old for five years, upon the spe- 
cious promises of the solicitor 
that the contract would be taken 
off their hands at any time they 
wanted to dispose of it. The first 
year's work had been satisfactory, 
the change of location had been 
fully noted by the public, and the 
further use of the space was a 
problem of actually selling enough 
goods direct from the medium to 


time when 
opening a 
to make 


make the investment of several 
hundred dollars a month profit- 
able. 

‘After fully considering the 


possibilities of the cars I started 
out to specialize our departments. 
The engraver and artist were 
called in and waists were adver- 
tised, then suits, then coats, then 
furs. Ilandsome drawings showed 
off special offerings, but when the 
acid test of returns was applied 
it failed to reveal the golden divi- 
dends. Besides this we found, at 
times, evidence of .poor service in 
unchanged cards bringing stray 
buyers into the store for lots of 
goods that had been exhausted. 
The disappointment of customers, 
breeding a lack of confidence in 
our offerings, was one of the ele- 
ments that caused us to drop our 
specializing in the cars, 

“To-day I am confronted with 
the problem of an advertising 
contract cutting heavily into my 


appropriation, which can only be 
used in a general way. I have 
not begun to reach the limit of 


what can be done in the way of 
results in Boston papers. Under 
my guidance the past year, 
through our newspaper work, | 
have scored a ten per cent in- 
crease with a three per cent bet- 
ter profit. I am willing to con- 
cede in a broad way that cars are 
a good medium. For any store 
that makes a specialty of credit 
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sales and the discussion of credit 
methods, the value of credit to 
some people, ete, could be 
brought out to advantage. The 
manufacturer whose goods areon 
sale in many stores and whose 
advertisement specializes on one 
article can get results, for there 
is an immense circulation to base 
results on, but for store work 
street cars are impracticable. 

“Every advertiser knows there 
is a difference in newspapers in 
results obtained, depending upon 
the character of its circulation 
and its advertisers. It is known 
that the older the circulation the 
more the confidence of the sub- 
scriber in the offerings of the 
merchant. The education of the 
reader, year after year, enables 
him to follow by location, style 
of ad, or name plate, this or that 
merchant's offerings. The added 
tact of this or that medium al- 
ways carrying the announcements 
of the stores that are worth while 
makes this or that paper a neces- 
sary part of the daily life of the 
busy housewife. And_ through 
these years of education and in- 
timate acquaintance has she built 
up the daily press from four 
pages to twenty by the amount of 
advertising carried. 

“As it stands to-day the cars 
are not looked upon as a bargain 
medium. Wanamaker, of New 
York, seemed to prove this, as 
well as Strawbridge & Clothier, 
in Philadelphia, this past year. 
The public has full confidence in 
the cars and their offerings. It 
has been a large factor in _the 
success of Quaker Oats, Egg-O- 
See, Uneeda Biscuit, many banks, 
and last but not least of many 
one-line shops—shops in the full- 
est sense of the word where they 
depend entirely upon novelties 
and personal service; a line of 
stores set aside from the rush 
and bustle of the larger ones, 
where price has such a strong 
bearing on selling. 

“Since having this contract in 
hand I have made it a special 
point to talk with many users of 
street-car space in Boston. I find 
one element that should have no 
place to-day in the advertising 
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business. That is an utter failure 
to realize that there is any more 
work to be done on street-car ad- 
vertising than to secure a signed 
contract. After this is done the 
policy seems to be to keep away 
and let the signer sink or swim 
by his own efforts. Compared to 
the intelligent assistance that is 
given the advertiser by the maga- 
zines, newspapers and _ outdoor 
display men, it is small wonder 
that the cars are no better pat- 
ronized in New England. I un- 
derstand, however, that the street 
cars in other parts of the United 
States have intelligently co-oper- 
ated with the advertiser the past 
two or three years.” 











It is not disputed 


that Tike RrEcorpb- 
HekALD has a larger 
net sold circulation 
than any other two cent 
paper 


States, 


in the United 
morning or 
evening, and it is the 
only morning paper in 
Chicago which freely 
gives detailed informa- 
tion as to its circula- 


tion. 














The German Weekly 


of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 149,281. Rate 35c. 
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WITH ENGLISH ADVER- 
TISERS. 


advertisers are getting 
more and more convinced of the 
advantages of talk—clear, sen- 
sible, interesting, informing talk— 
and consequently one sees adver- 
tising nowadays to which no 
parallel could have been found 
fifteen or twenty years ago. Prob- 
ably the commencement of this 
sort of thing may be found in the 
Times “Encyclopaedia Britanni- 
ca” advertising which excited an 
extraordinary amount of interest 
a few years ago. The famous 
cyclopaedia was in_ everybody's 
mouth, and people who had never 
before displayed any interest in 
books tumbled over one another 
in their eagerness to get the heavy 
pile of volumes. Whether many 
of them ever referred to the 
books after they arrived is an- 
other question, and in this connec- 
tion I may mention that I heard 
of one non-booky gentleman who 


English 


invited an acquaintance to dine 
with him as he had _ something 
very special to show him. The 


guest had to curb his impatience 
until dinner was over and then at 
last he was ushered into a- room 
and introduced to the “Encyclo- 
pedia Britannica” in one of the 
special bookcases. By way of 
compliment to his host he tried to 
take one of the volumes out, but 
found it impossible. The ex- 
planation was that the proud pos- 
sessor on the arrival of the book- 
case thought it would be im- 
proved if it were freshly  var- 
nished, and he had this done. The 
result was that the volumes 
which had been undisturbed since 
they were placed in the case had 
stuck to it and become fixtures. 
Last November a similar plan 
to that adopted by Waring’s, the 
well-known furnishing house, was 
carried out by the firm of Stewart 
Dawson & Co., Ltd., who came 
from Australia to establish them- 
selves in London. They opened 
their campaign by a series of 
strongly worded reading matter 
advertisements in the leading pa- 
pers, inviting. the public to view 
their premises, which they called 
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House,” before 
any selling took place. The copy 
was undoubtedly effective, and 
could not fail to excite interest. 
Let me quote a paragraph from 
the second article that appeared 
in the Westminster Gaszetie. The 
heading was “Stewart Dawson 
has something more to say about 
the Philosophy of Business Suc- 


“The Treasure 


cess.” The following were the 
first two paragraphs, and will 
give some idea of the general 


style of publicity adopted: 
Business success is not an accident 
that anyone may casually chance upon; 
nor does it come to the man _ who 
simply waits for opportunities. The 
opportunity of business success has to 
be forced, seized, grappled with, and 
brought into subjection to one’s indi- 
vidual aims and aspirations. From my 
own modest starting-point, any idle 
callying with business schemes was out 
of the question. I had to act, and 
at once; to compel attention both by 
my earnestness of purpose and the 
plain and positive proof that I could 
serve my customers better than they 
had ever been served before in the line 
of business I had undertaken. 
HOW I QUALIFIED 
USINESS. 
Natural enthusiasm helps a man for- 
ward wondertully when he is going 
through the college of experience with 
a will to do. All the good points in 
the business I had undertaken I readily 
picked up. The beauty, color, and 
radiance of gems, jewels, and precious 
metals, the mystery of their origin, 
their specific value, and their un- 
rivalled wealth of artistic associations, 
made a strong appeal to my imagina- 
tion. But [ had to walk warily, in 
order to avoid the thousand and one 
pitfalls that cunning and _ deception 
often. place in one’s path. But a clear- 
ness .of insight kept me safe, and in 
due time I became thoroughly acquaint- 
ed with the intrinsic value of the ar- 
ticles I dealt in. I made myself 
familiar with the world’s greatest jew- 
ellery establishments and their meth- 
ods. I studied all the processes of 
jewellery manufacture. I visited all 
the chief producing centers and _ the 
leading markets. But the most useful 
lesson that I learned was learned in 
the study of the everyday life of our 
general humanity, coupled with my ow: 
knowledge, my own individual work 
and steadfastness of purpose. 
Whatever fault this advertising 
may have it cannot be accused 
of being uninteresting, or of be- 
ing wanting in force and go. The 
greatest doubt in the mind of an 
Englishman would be whether the 
copy was not a bit too egotistical. 
We have not on this side been 
unduly favorable in the past to 


FOR 
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the profuse use of the first per- 
son singular, and it may be 
argued that the reader of that 
particular advertising came across 
the isolated capital rather too 
frequently, obviously. No one 
but the advertiser can tell how 
far this operated detrimentally if 
at all. However this may or may 
not have been, it is certain that in 
the past, English advertising has 
been too impersonal, too cold and 
uninteresting, and there has been 
an excessive fear of seeming 
bias in favor of one’s own 
goods. Surely, this is foolish. If 
you do not wish the public to 
know that you have good goods 
and that you are anxious to sup- 
ply them the question arises, why 
advertise at all? 

To return once again to book 
advertising, of which there has 
been a big outburst during the 
last few months. We have many 
series of books, all of which are 
being pushed with the public, such 
as Dent’s Everyman’s Library, a 
set of classics at a shilling each, 
of which two hundred have been 
published, and a series of novels, 


poets, and essays issued at cheap 
prices by  Cassell’s, Nelson's, 
Routledge’s, Henry  Frowde’s, 


who call theirs the World’s Clas- 
sics, and other firms of publish- 
ers. These are all being more or 
less advertised, but the name is 
sufficient, in most cases, to effect 
sales; but the most extensive ad- 
vertising is for various sets of 
volumes, either issued in this form 
or in parts to be bound up after- 
wards, Harmsworth’s are issuing 
a “History of the World” in 
parts, and the way it is commend- 
ed to the public attention may be 
gauged from ‘the following speci- 
men: 

More about Japan and its wonder- 
ful rise to greatness, with a_ special 
art supplement depicting the life of the 
Japanese in their workshops, in the 
fields, at school, and in their homes. 

The beginning of the story of Si- 
beria, the country of which we hear 
so much and know so little. 

Scores of pictures. 

A ten shilling book for sevenpence. 

A topical advertisement occu- 
pied a page of space in the Daily 
Mail issued on Christmas Day, 
entitled “What Has Happened At 
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Christmas; some of the Occur- 
rences, Tragic and Eventful, That 
Have Happened at the Festive 
Season.” The border was of 
ribbon and holly, and little me- 
dallion pictures broke it at inter- 
vals, and altogether the effect was 
happy. The reading matter re- 
ferred to the Coronation of 
William the Conqueror and 
Charlemagne on Christmas Day, 
the birth of Charles XI of Swed- 
en, Sir Isaac Newton and Richard 
Porson, the signing of two trea- 
ties,the siege of Paris, the death 
of the Prince Consort and numer- 
ous other incidents, all of which 
took place at the Yuletide season, 
In this way from what seemed at 
first glance rather an unpromis- 
ing subject, “a seasonable adver- 
tisement was built up for the 
Harmsworth “History of the 
World.” 

Whilst the Harmsworth firm 
has its history issued in parts, the 
Times people are offering the 
Historian’s History of the 
World,” contained in 25 volumes 
and forwarded carriage paid for 
a week’s free examination,” with 
the definite understanding that if 
not approved it may be returned 
to the Times Book Club, they 
paying the carriage back. The 
claims made for the series of vol- 


umes apart from their literary 
value is that the purchaser ob- 
tains a guinea book for 7s. 6d., 
because : 

“The Historians’ History is one of 
the ‘largest books of the world, com- 
prised in 25 volumes and_ containing 
about 11,000,000 words, with more than 
3,000 illustrations. It is also one of 
the cheapest. Each of its stately 


super-royal octavo volumes is sold for 7s. 
6d., although it contains four times 
as much as the average book at that 
price, and in paper, print, and_bind- 
ing it compares’ very favorably with 
works published at a guinea. 
The claim thus made to 
traordinary cheapness, and in 
to be “the cheapest book in the 
world,” is not allowed to go un- 
challenged. The Caxton Publish- 
ing Company. who are launching 
out extensively in book advertis- 
ing. are issuing the “Illustrated 
Chambers’ Encyclopaedia” latest 
edition, and are utilizing an ad- 
vertisement headed, “A Challenge 


ex- 
fact 
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to the Times,” and they com- 
mence their reply thus: 

Owing to the publication of “ “The 
Times’ History of the World,” coupled 


with the claim—ostensibly substantiated 


by comparative tables—that it was the 
“cheapest book in the world,” it has 
been considered advisable to take the 


earliest opportunity of challenging that 
statement and to issue the Prospectus 
of “The Illustrated Chambers’ Ency- 
clopaedia” forthwith. 

The statement challenged is to the 
effect that “ ‘The Times’ History of the 
World’ is the cheapest book in_ the 
world.” This statement is supported by 
a comparative table citing 23 other 


works: 

This Table shows that “ ‘The Times’ 
History of the World” (Cloth Edition) 
gives 4,666 words per id. 

The nearest approach to this figure 
being the “Life of Gladstone,’ by 
Morley, giving 1,340 words per 1d. 

And the “History of Scotland,” by 
Andrew Lang, 1,340 words per 1d. 

In this table, issued by ““The Times,” 
no mention whatever is made of ‘The 
Illustrated Chambers’ Encyclopaedia,” 
which gives (Half Leather Edition), 
6,900 words per 1d. 

Whilst challenging the statement re- 
ferred to, we wish it to be clearly un- 
derstood that the remarkable cheapness 
of the latest edition of “The Illustrated 
Chambers’ Encyclopaedia” does not by 
itself constitute any reason why this 
great work should be on your book- 
shelves. We, and you, can well 
imagine that 6,900, or even twice that 
number of words, might be dear at one 
penny—at the same time we, and you, 
could name great writers in every de- 
partment of knowledge whose golden 
words and sentences it would be sacri- 
lege to measure at so many words per 
penny. 

This, however, is not the only 
history that is being pushed with 
the public. The Caxton Publish- 
ing Company is also offering on 
the installment plan for a first 
payment of 2s. “Justin Mc- 
Carthy’s History of Our Own 
Times,” which, it is stated, is “in- 
dispensable to the library of the 
politician, the sociologist, and the 
historical student; it is now is- 
sued on such terms as bring it 
within the reach of the slenderest 
income. The gallery of illustra- 
tions that have been added to this 
fine edition comprises 112 full 
page plates, and is alone sufficient 
to distinguish it from all others.” 
There is of course, at the end, as 
in the case of the advertisement 
for the Illustrated Chambers’ Cy- 
clopaedia” the offer of a_ free 
booklet giving further details, and 
specimen illustrations, 
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The 
lishing 


energy of the Caxton Pub- 
Company is not yet ex- 
hausted. They are offering the 
“Business Cyclopaedia,” “The 
Modern Physician,” “The Musical 
Educator,” and the “Century 
Bible” all on the same plan, and 


judging by the persistency of their 


advertising one imagines that the 
publicity must be profitable. Men- 
tion should, however, be made of 
another series of advertisements 
headed “The Four Masters,” of- 
fering sets of Shakespeare, Scott, 
Dickens and Thackeray, for a 
preliminary payment of 2s. 6d., 
and in this case the introductory 
matter is from the pen of a well- 
known London literary journalist, 
who is largely associated with 
T. P.’s Weekly. “I have been 
asked to say something about 
four household names in British 
Literature—four writers who, 
more certainly than any others, 
comprise the National Mind, Al- 
ready you have uttered—have you 
not?—the names of William 
Shakespeare, Sir Walter Scott, 
Charles Dickens, and William 
Makepeace Thackeray. While 
these writers reflect in their 
works nearly all that is salient in 
the National Mind, they are also 
the most serviceable writers of 
whom one can_ have _ intimate 
knowledge. They. are the most 
widely loved, and the most fre- 
quently quoted.” 

From the examples given it will 
be seen that the methods intro- 
duced by Messrs, Hooper & Jack- 
son in connection with the Times 
advertising for the ‘“Encyclopae- 
dia Britannica” have borne much 
fruit. It has introduced a new 
type of book advertising and has 
induced a large number of people 
who would never have looked at 
the installment plan under form- 
er circumstances to purchase un- 
der the Times plan. The name of 
the famous London newspaper 
has thrown a mantle of respect- 
ability and “class” over what many 
would have then looked down 
upon and despised. It may per- 
haps be too much to suggest that 
the application of the same 
scheme to the purchase of bicy- 
cles, is also a result, but the fact 
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‘remains that most, if not all, of 
the cycle firms of highest class 
are willing to supply cycles on 
this plan. Good jewelers also do 
the same, but no one yet has made 
a prominent feature of advertis- 
ing to supply valuable diamonds 
on installments, as is the case in 
the States, though probably this 
will come in time. 


F, W. Sears. 








THE OLD “FIBER CHAMOIS” 
GAME APPLIED TO “K, 
T. C.” ADVERTISING. 





A decade or so ago when great 
balloon sleeves were de rigeur 
in the feminine world, an_ in- 
genius textile manufacturer made 
a fortune several times over by 
criginating for these enormous 
affairs a unique serviceable lining 
which was styled “fiber chamois.” 
Inspired by his stupendous suc- 
cess, innumerable imitations 
sprang up on all sides, The most 
formidable of these was known 
as “‘cheverette,” and for a time 
it even threatened to submerge by 
a sudden popularity the success 
of the older lining. But a clever 
idea suddenly struck the manu- 
facturer of the latter. Thence- 
forward he favored in his adver- 
tising only those mediums which 
refused to accept advertisements 
from the “cheverette” people. As 
he was by far the more liberal 
advertiser, his scheme worked, 
and it was not long before the 
“cheverette” product was lost 
sight of in the public eye. 

It is understood that the Toast- 
ed Corn Flake Company, manu- 
facturing Kellogg’s Toasted Corn 
Flakes, is offering through its ad- 
vertising agents, long-time con- 
tracts on the condition that’ no 
other copy containing the words 
“corn flakes” or “toasted corn 
flakes” be accepted. 

It will be remembered that 
when this company started its 
whirl-wind advertising campaign 
last summer, commencing with 
the famous “Wink at the Grocer” 
advertisements and progressing 
through a series of advertise- 
ments into snappy, though super- 
ficial, “reason-why” copy, it suf- 
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fered considerably from _ the 
plagiaristic advertising activities 
of competing cereal food manu- 
facturers. In one instance, it 
secured an injunction against the 
American Rice Food and Manu- 
facturing Company, restraining the 
latter from using the letters “K. 
T. C.” in its advertising. It could 
not, however, prevent competitors 
from using the term “corn- 
flakes,” as this is purely a de- 
scriptive term and not capable 
therefore of being copy-righted. 
Hence, the company has decided 
to test the efficacy under present- 
day conditions of the old “fiber 
chamois” game. 

So far as could be learned none 
of the leading magazines have 
accepted contracts from the 
Toasted Corn Flake Company on 
the new—or rather o/d—plan. In 
one instance, where the contract 
containing the condition was sent 
back to the company’s agents, it 
was immediately returned to the 
magazine with the offending clause 
eliminated. McClure’s state that 
their contract with the Toasted 
Corn Flake Company contains ab- 
solutely no condition. While, in 
the view of the ‘‘steals” to which 


this company’s advertising has 
been subjected, the eliminative 
condition may seem, perhaps, 


justified, it is not likely that any 
of the established magazines will 
consent to encourage the resur- 
rection of this old-time advertis- 
ing evil. 

The “K, C. F.” copy which is 
now being placed by the Clague- 
Painter-Jones Company is written 
along the lines of educative pub- 
licity. One of the chief criti- 
cisms made of the campaign con- 
ducted 1.:t summer in the inter- 
ests of Kellogg’s Toasted Corn 
Flakes is that it was too super- 
ficial and not sufficiently infor- 
mative to create a lasting de- 
mand. As some one said regard- 
ing this campaign: “This was an 
instance of advertising where the 
movement was too rapid. The 
idea was planted, sprouted, 
budded, blossomed, and came to 
a fruition in so fleeting a period 
that the public had little time to 
do else than throw up its hands 
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in mild surprise. Had the adver- 
tising been of a character to keep 
the public’s hands uplifted, while 
it poured down upon the public’s 
uplifted face sound arguments in 
favor of its subject, this particular 
campaign—the commodity _ itself 
being worthy—could possibly have 
scored one of the greatest adver- 
tising successes of the year. But 
like all quick-blossoming flowers, 
its chief quality was not endur- 
ance, and as quickly as it flour- 
ished, just so quickly did it pass 
into oblivion.” 

To judge from the preparations 
now under way, however, even if 
the little ‘fiber chamois’ game 
does not work out satisfactorily, 
the public may need nevertheless 
strong umbrellas to protect it- 
self from the sound advertising 
arguments which probably will be 
presently “rained down upon its 
face.” ALpHonsus P. Haire. 

sea 2s 

Most of the things we say every day 
have becn said several hundred thou- 
sand times—the only thing is to say 
them different than our competitors— 
more direct—more forcibly or more so 


they will appeal to “the other fellow.” 
Letters, 
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AGAINST MISREPRESENTATION. 


State Senator Thomas F. Grady has 
introduced into the New York Legis- 
lature a bill which is of special im- 
portance to merchants in many lines, 
inasmuch as the act makcs it larceny 
to knowingly receive money in ex- 
change for an article of food, drink, 
jewelry, confectionery or merchandise 
which is of inferior quality, or of less 
ae or composed of different materi- 
als than it is represented or claimed 
to be. The bill also makes it a mis- 
demeanor to falsely represent a quality 
or character of the materials of which 
such an article of merchandise is com- 
posed.—Jewelers’ Circular. 


——_+oy———- — 
History through advertising has 
been lately illustrated at a London and 
Paris Dress Exposition, as follows: 
An advertisement appearing in a 1709 
newspaper enumerated the following 
garments, which had been stolen: “A 
black silk petticoat, with a red and 
white. calico border; cherry-colored 


stays, trimmed with blue and silver: a 
red and dove colored damask gown, 
flowered with large trees; a yellow 
satin apron, trimmed with white Per- 
sian; muslin headcloths, with crowfoot 
edging; double ruffles, with fine edg- 
ing. a black silk furbelow scarf, and a 
spotted hood.” 





In advertising, the economy of to- 
day is often the loss of to-morrow; 
the expense of to-day the profit of to- 
morrow.—Success Magazine. 





ADAPTATION BY A CARTOONIST OF A WELL-KNOWN ADVERTISEMENT. 





(FROM THE JOHNSTOWN TRIBUNE.) 
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ADVERTISING A_ 25-CENT 
BOOK IN THE CLASSI- 
FIED COLUMNS. 


About six months ago I printed 
a booklet with the title of How 
to Get a Positicn and How to 
Hold It. It dealt with the neces- 
sary qualifications of applicants 
for positions; discussed changes; 
gave hints about the writing of 
effective letters and Situation 
Wanted ads, and showed models; 
made suggestions about  inter- 
viewing; took up the matter of 


salary; told of methods of ad- 
vancing, and so forth, 
Twenty-five cents.) seemed so 


large a price for such a little book 
that I offered in all my ads to re- 
fund to any purchaser who did 
not get a quarter’s worth of in- 
formation. Only four thus far 
have asked me to make good that 
guarantee. 

It cost five cents to send the 
book out. Therefore, every order 
meant twenty cents over the cost 
of the book and the postage. 


It seemed that the classified 
columns of the magazines gave 
the largest circulation for the 
money. Accordingly, I tried a 
single insertion in Munsey and 
Spare Moments. The results 
were: 

Net 
Cost Return Loss 
Munsey__...... $20. $11.80 $8.20 
Spare Moments 7.90 4-20 3-70 





These two disappointing inser- 
tions taught me that people in 
search of employment and means 
of securing it had not yet learned 
to look to the classified columns 
of the magazines as they do to the 
Help Wanted columns of the 
newspapers. And the employ. 
ment-seeking class was the. only 
class I could hope to interest. I, 
accordingly, turned toward news- 
papers and with much better re- 
sults in a few cases, 

The New York Herald on the 
first insertion brought cost and a 
net profit of $1.50 on an invest- 
ment of $3.90, and it has con- 
tinued to do that well for months. 
The Boston Globe has done near- 
ly as well. The Pittsburg Gazette- 
Times paid, and tie Buffalo 
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Courier brought two cents over 
cost. The rest of the list lost 
money for me. 
The following is my record of 
results: 
Cost Net Net 
per Profit Losa 


Inser- per In- per In- 
tion. sertion. sertion. 


NAME OF PAPER. 


New York Herald...... $3.90 $1 50 

Boston Globe..........+ 1.80 .60 
Pittsburg Gazette-Times, .68 +32 

Buffalo Courier...... wore: 6a 02 

San Francisco Call...... 1,20 $0.80 
Indianapolis News...... 80 .20 
New York World....... 4-00 2.00 
Milwaukee Sentinel.... 1 = 





Cincinnati Enquirer .. 30 
Chicago Record- Herald. re 4 1 40 
Brooklyn Eagle....++.. 1.92 1 52 
Omaha News.... -92 +52 
Atlanta Journal <aisic eee 30 
Buffalo News.......... 1.62 1.02 
Houston Chronicle...... 80 60 
Montreal Star.......... 71 ey 
Detroit News........+0. -78 18 
Pittsburg Dispatch..... .67 .07 
Nashville American..... 1 66 66 
Richm’d Times-Dispatch .65 -16 
Cleveland Press........ 1,30 1,10 





The results were surprising in 
some instances. The New York 
IVorld, the Chicago Record-Her- 
ald and-the Brooklyn Eagle did 
poorly for me, and these papers 
are first-class want-ad mediums. 

Figure 1 is the copy used in 
Munsey and Spare Moments. 
Figure 2 is the copy used in the 
newspapers; this was changed 
from time to time and varied a 
line or so in size, but was kept 


practically the same. The ads 
were all keyed very carefully. 
They were all inserted under 


“Help Wanted Male.” 


HOW TO GET A POSITION—A 
little book chock full of helpful ex- 
periences, tried plans and “horse 
sense.” Teaches how to write letters 
that command attention; tells how to 
interview; deals with qualifications, ex- 
perience, salary, etc. Written by ex- 
pert correspondent. “Worth its weight 
in gold,’ says one purchaser. Price, 
postpaid, 25 cents. Money back, if 
dissatisfied. RoLtanp HALL, 1120 Ash 
Ave., Scranton, Pa. 

Pig; %: 





HOW TO GET A POSITION—A 
little book chock full of helpful ex- 
perience, proven plans and ‘horse 
sense’; teaches how to write letters 
that command attention; tells how 
to interview; deals with qual- 
ifications, experience, — salary, etc.; 
written by expert correspondent; 
praised by editors and employers; 
“worth its weight in gold,” says one 
purchaser; cut this ad out and send 
to me with your name and address, or 
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write postal, and J’ll mail you a copy; 
if satisfied on examination, send me 
25 cents, stamps or coin; otnerwise re- 
turn book. Roranp Hai, 1122 Ash 
Ave., Scranton, Pa. 

Fig. 2. 





A rather remarkable fact was 
that in every case wnere there 
was more than one insertion, the 
first insertion did as well as any 
of the others; and it often did 
better. This exploded the tneory 
that for a proposition of this par- 
ticular kind three or four inser- 
tions are necessary for a fair test 
of a medium. Indeed, the truth 
probably is that if all insertions 
of mail-order ads were keyed 
separatcly it would be found in a 
great many cases that one inser- 
tion is a tair test of a medium; 
often the inquiries that are credit- 
ed to second and third insertions 
belong to the first, and the ad- 
vertising is really not accumula- 
tive. I couldn't find any publish- 
er to agree to this; those who 
solicited after the first insertion 
insisted that I keep on spending 
money—that the ad would surely 
pay in the long run. 

A number of high-grade papers 
like the Chicago News would not 
insert under the classification I 
wanted and could not be tried. 

Four weeks ago I made a 
rather interesting test with the 


Boston Globe. ‘The regular copy 
had been bringing seventeen 
orders each Sunday. I altered 


the copy, making the last part of 
it read: “Cut this out and send 
it to me with your name and ad- 
dress; or write me a postal; and 
I'll send a copy of the book, If 


satisfied, send me 25 cents, coin 
or stamps; otherwise, return 
book.” 


Instead of the usual seventeen 
calls for the book, I received 
from this insertion fifty-eight 
calls, five with cash and fifty- 
three taking advantage of the 
“trust” offer; but the quality of 
the correspondence was much in- 
ferior to that I had been receiv- 
ing; it was obvious that I was 
being addressed by many who 
were looking for something for 
nothing. 

A number of acquaintances 
made guesses as to how many of 
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the fifty-three would be honest 
and either pay for the book or 
return it. Some said sixty per 
cent; some said fifty per cent; 
some said ten per cent. My guess 
was sixty-six and two-thirds per 
cent, and I based it on the pub- 
lished experience of the adver- 
tisers of the Sherman Safety 
Razor. 

These “trust” people were not 
dunned, but an addressed _ en- 
velope and a coin card went along 
with each book. Up to date, 
nineteen have either paid up or 
returned the book; thirty-four 
cut of the fifty-three have proved 
to be intentionally or unintention- 
ally dishonest. 

S. Roranp Hatt. 


“OL’ CLOTHES” IN THE 
CLASSIFIED. 


The cry of the old clothes-man 
is familiar to the city dweller and 
many dealers in cast-off raiment 
have gone so far as to insert 
small advertisements in newspa- 
pers, calling attention to the fact 
that they “pay highest prices for 
ladies’ or gentlemen's clothing” 
but the wording of most of these 
advertisements is ordinary and 
there is a sameness about all of 
them. 

The city of Washington has a 
dealer of this class who has gone 
farther and deeper into advertis- 
ing than most of his brethren. He 
is the proprietor of Justh’s Old 
Stand, located in the heart of the 
second-hand clothing district, at 
619 D street, N. W. The store 
was established at the close of the 
Civil War and is probably the 
best known of its kind in the 
Capital. 

“About ten years ago,” said 
Mr. Justh, “I began using space 
in the classified columns of the 
daily papers of this city and I 
have been a steady advertiser 
ever since. I found that the 
hardest part of this business was 
to get my stock; there is always 
a demand for misfit and second- 
hand clothing but the source of 
supply is harder to reach. 

“I started in to get in touch 
with the people who had clothing, 
which for one reason or another 
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they were willing to dispose of, 
and in my advertising, more so 
of late years than in the begin- 
ning, I have tried to use a word 
or phrase that would command 
attention. Get a person’s atten- 
tion at the beginning and _ that 
person is very liable to read your 
whole story. For instance, at the 
approach of spring, when the 
moth begins his work in the 
wardrobe, I came out with: 
“THEY DRAW MOTHS, FILL UP 
CLOSETS, are a nuisance, and in the 
way, and still you hesitate to get our 
solid ‘plunks’ for men’s worn gar- 
ments; why not send us a postal to 
call? —. hour you say suits us; call 


any sectio 
“Justh’s Old Stand, 619 D. 





“During the horse racing sea- 
son One of my ads read: 

“HOW ARE YOU MAKING OUT 
AT THE TRACK? We will help you 
with all kinds of money for men’s 
discarded wearing apparel, shoes, hats, 
shirts. See our high stepper drive up 
to your door. 





“In the first of the above ad- 
vertisements I give four* good 
reasons for getting rid of discard- 
ed clothing and tell thesmeans for 
doing so. In the second the first 
sentence is liable to catch the eye 
of either a winner or loser; in it 
a loser may see a way to replen- 
ish his pocketbook. 

“All of my advertisements oc- 
cupy about half an inch of space, 
single column, in the classified 
section; the first line is always set 
in larger type; and one adver- 
tisement appears in each of the 
four daily papers every day. They 
are always written along the same 
line, copy being changed daily. 
In the majority of them I go 
after the man who has clothing 
to dispose of, but I also advertise 
to reach the man who will buy. 
Here is an argument I used in 


talking to the prospective cus- 
tomer : 
“WORKINGMEN, you ought to 


save a little money for a rainy day, 
we will help you by selling you a good, 
serviceable suit, tailor-made, used a 
little, at prices that will astound you. 





“Sometimes I begin an adver- 
tisement with some well-known 
phrase or old proverb, like: 


“THE LOVE OF MONEY IS THE 
ROOT OF ALL EVIL. We have a 
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large bundle of the root to exchange 
for those men’s worn garments, shoes, 
= and shirts, Send postal for us to 
call. 


“Or while some sensational di- 
vorce case is holding the center 
of the stage: 

“THE DIVORCE LAWYER CON- 
TINUALLY BREAKS UP HOUSE- 
KEEPING; then sends for us and our 
tremendous rates for men’s worn gar- 
ments, shoes, hats, shirts. Drop postal; 
will call in a hurry. 








“During a boom in real estate: 


“A NICE VILLA, 9 MILES OUT, 
AT % CENT A FOOT would attract 
you. Why shouldn’t we with our full 
market value for men’s discarded 
wearing apparel, shoes, hats, shirts? 
Drop us a card. 





“On a Monday: 


“THERE WAS A GREAT SUR- 
PRSE YESTERDAY to hear the large 
silver dollars dropping in the contri- 
bution box; it was all due to the con- 
gregation having us call with our cash 
exchange for their men’s worn gar- 
ments; mail postal. 





“At the beginning of the new 
year: 

“IT SEEMS FUNNY TO WRITE 
1908. But it will come natural; just 
like our generous cash exchange for 
men’s discarded wearing apparel, hats, 
shirts, shoes. Drop postal now. 





“T have never yet had occasion 
to regret, in my ten years’ experi- 
ence as an advertiser, the use 
of the classified columns,” said 

Justh. “I believe, whether 
you wish to buy or sell, there 
is nothing like talking to the 
masses through the newspapers ; 
it has aateaie paid me.’ 


ee —_— 


WHITEHOUSE COFFEE IN NEWS. 

PAPERS. 

Boston, Feb. 20, 
Editor of Printers’ INK: 
_ The eighteen publications referred to 
in your recent mention of Dwineli- 
Wright Co.’s advertising account are 
only the Magazine end of the propo- 
sition. As has been the custom in past 
years, I shall use for my client many 
large metropolitan dailies and __ local 
newspapers—for the wide-spread dis- 
tribution of my client’s products, to- 
gether with its rapidly growing busi- 
ness, demands a very much wider pub- 
licity than but eighteen publications 
could possibly effect. 

A. T. Bono. 


1908. 








a 
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A Roll of Honor 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from putlisners who, accord- 
ing to the i197 issue of Kowell’s American Newspaper Directory, have submitsea for 
tuat eaition of tne Directory a detailea circulation statement. duty signed and datea, 


ulso from publishers who for some reason 


failed to obtain a figure rating im the i907 


Directory, but have since supplied a detailed circuiation statement as described above, 
covering a period of tweive months prior to the date of making the statement, sucn state- 
ment being available for use in the 196 issue of tne American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last namena cnaracter are marked with an (2 ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham, Ledger, dy. Average for 7/907, 
21,861. est advertising medium in Alabama. 


Montgomery, Journal, iy. Aver. 1907, 9,464. 
The afternoon Lome new:paper of its city. 


ARIZONA. 


Phoenix. Kepublican. Daily aver. 1907.6,519. 
Zaonard & Lewis, N. Y. Rens.. Tribune Bldg. 


CALIFORNIA. 
Oakland, Enquirer. Average 197, 
28,429; January, 1908, 49,052, Largest 
circulation in Oakland guaranteed. 


COLORADO. 

Denver, Post. The trail of the mighty dollar 
leads from the West. start it your way witha 
Want adin the Post. Cir. dy. 59,606, Sy. 84,411. 
6 The absolute correctness of the latest 

circulation rating accoraed 

the Denver Post is guaran- 

teed by the publishers of 

aL Rowell’s American News- 
teto paper Directory, who will 
pay one hundred dollars to 

the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn daily, year 
1907, 109 5. ‘Sworn daily, Dec., 12,478. 





Bridgeport, Morning Telegram. daily. 
Average Vor Feb. 1908, sworn 12,089. 
You can cover Bridgeport by using 
Telegram only. Kate. ic. per line, flat. 


Meriden. Journal, evening. Actual average 
for 1906, 7,580. Average for 1907, %,748. 


Meriden. Morning Record and Republican. 
Daily average 1906, Z,67%2; 1907, 7,769. 


New Haven, Evening Register,cy. Annual 
euore aver, for 1907, 15,720; Sunday, 12,104, 


9,549: 





New Haven, Palladium. dy. Aver. '06, 
107 9,842. B, Katz, Special Agent, N. ¥ 


New Haven, Union. Average /907, 16,548. 
E. Katz, Sp. Agt., N. Y. 


N London, Day. ev’g. Aver. 1906, 6,104; 
average for 1907, 6,647. Gives best results. 


Norwalk, tveniny Honr. Daily average guar- 
anteed to exceed 8,800. Sworn circulation 
statement furnished, 

Norwieh. Bulletin, morning. Averive for 
1905, 9,920; 1906, 6,559; January 1908, 7,488. 


Waterbury, Revublican. Av. 1907, 6,888 
morn.; 4,400 Sunday. Feb.,’vs, Sun., 5,922. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
jay. Daily average for 1907, 85,486 (O© . 


FLORIDA 


Jacksonville, Metropolis. dy Average 1907, 
10,880, EH. Katz, Special Agent, New York. 


GEORGIA. 
Atlanta, Journal, dy. Av. 1907,51,144. Sun- 
day 56,882. Semi-weekly 68,275. The Jour- 
nul covers Dixie like the dew. 


IDAHO. 
Boise, Evening Capital News, d'y. Aver. 1907, 
5,868; Actual circulation, Dec. 31, 1907, 6,070. 





Des Moines, Capital, daily, Lafayette Young, 
Puvlisher. Circulation for 1907, 41,582. Kate 
70 cevts per inch. flat. ju are r business 


in lowa, the CAPITAL will get itfor you. First in 
everything. 


ILLINOIS 
Aurora, Daily Beacon. Daily average for 
1905, 4,580; 1906, 6,454; 1907, 6,770. 


Cairo, Citizen. Daily average ist 6 months, 
1907, 1,585. 


hampaign, News. Guararteed larger circu- 
lation than all other papers published in the twin 
cities (Champaign and Urbana) combined. 
Chicago, The American Journal of Clinical 
Medicine. mo. ($2.00), the open door to the Ameri- 
can octor, and through him to the American 
Public, Av. c/reul’n for past 3 years, 40,000, 


Chicago, Breeder’s Gazette. weekly. $2. Ave 
circulation for year 196. 70,000. For year 
ended Dec. 25, 1907, 74,755. 


Chicago, Commercial Telegraphers’ Journal, 
Monthly. Actual average for 1907, 15,000, 


Chieago, Dental Review, monthl+r. Actual 


average for 196, 4.0013 for 1907, 4,018, 


Chicago, Farm Loans and City Bonds. Lead- 
ing investment paper of the United States, 


Chiengo, Journal Amer. Med. Ass’n, weekly. 
Average for 1907, 52,21 ¢. 





Chicago, National Harness Review, monthly. 
| 5,0) copies each issue of 1907. 
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The Fleet in the Pacike 


The coming of the Fleet is absorbing the attention of all 
the people of the Pacific Coast. Great preparations are 
being made for the reception of Admiral Evans and his men. 


Sunset Magazine is preparing a special Fleet 
number for its May issue. It will contain a beautiful 53- 
inch colored panorama, showing the 32 battleships at 
anchor in San Francisco Bay. An extra edition will be 
printed, for which a large demand has already been created. 


This is an unusual opportunity for Advertisers who 
wish to reach the people of the Pacific Coast. 


Advertising Limited to 100 Pages. 
FIRST COME FIRST SERVED 
Forms Close April 5. 

948 FLOOD BUILDING, - - - SAN FRANCISCO. 
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Chteaee, Record-Heraid. Average 1907, daily 
151,564; Sunday 216, 464, Only (Chicago 
morning paper making d cir. 

&@The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successtully con- 

troverts its accuracy. - 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. The 

TRIBUNE is the onty Chicago newspuper receiv- 

ing (OO). 

Joliet, Herald, evening and Sunday morning. 

Average for year ending April 30, 1907, 7,871. 





Peoria, Evening Star. Circulation for 1907, 
21,659. 


INDIANA. 
Fvanaville. Journal-News. Ar. for 1907, 18,- 
188. Sundays over 18,000. E. Katz. 8. A.,N.). 


Indianapolis, Up-to-Date Farming. 1907 av., 
204,848. Uublished twice a month. 75c. a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average Jor 197. 26, 


Prineeton, Clarion-News, daily and aoe. 
Daily average 1906, 1,501; weekly, 2,548. 
Richmond, The Evening Item. daily. Sworn 
average net pad circulation for nine montis 
ending Sept. 30, 197, 5,1 A circulation of 
over 5.000 guaranteed in all 1907 contracts. The 
Item goes into 80 per cent of the Rict.mond 
homes. No street sales. Uses no premiums. 
&@™ The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guare 
anteed by the publishers of 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
werts its accuracy. 
South Bend, Tribune. Sworn average Jan., 
108, 9,895. Absolutely bestin South Bend. 
IOWA 
Burlington. Hawk-Eye, daily. 
8,987. ~All paid in advance.” 
Davenport, Times. Daily aver. Feb., 18.607. 
Circulation in City or tota guaranteed greater 
than any other paper or no pay for space. 





Arer, 1907, 





Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation Jor 1906. 
41.751. Ctrcuiation. City ~ Fe ete, largest 
mm Iowa. More advertisiny of all kinds in 1906 
in 342 issues than any week Ky in 365 issues. 
Rate 70 cents per inch. flat. 


Des Moincs, legister and Leader—daily and 
Sunday —carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation for 1907, 80,478. 


KANSAS. 
Hutchinson. News. Daily 1906, 4.260; 71907, 
4,670. XE. Katz, Special Age Agent, N.Y. 


Loyrenst, World, daily. a, daily. Actual average for 
1907, 4,217. 


Pittab Headli aa dy. and Average 
1907, daily 225; wwonkl 5,547. seal 
KENTUCKY. 
Lexington, Leader. Av. 06, evg. 
6,798; for ’07, eve’g, 5,890, Sy, 7,102, 
— 


Augueta. Comfort. mo. 
Actual average for 1907, 1,994,48 


5,157. Sun. 
E.Katz. 


A oe, pub. 





PRINTERS’ INK. 





Augusta, Maine Farmer, w’kivy. Aver. for 1907, 
co . hateslow; recognized farmers’ medium 
r, emg ‘en Sor 1907, daily 

10018, weekly, 28,42: 


Madison, Bulletin, wy. Cire., 1906, 1,581; for 
1907, 1,699. «nly paper in Western Somerset Co. 


Phillips. Maine Woods and Woodsman.weekly, 
J. W. Brackett Co, averave for 17, 8,012, 





Portland, Evening Express. Arerige for 197, 
daily 18,514. Sunday Teleyrum, 8,855, 


MARYLAND. 


Baltimore, American. Daily average for 1907, 
75,652; Sun., 91,209. No return privilege 


_ Baltimore, News. daily. Evening News Pu' - 
lishing Company Average 1907, 53,348. For 
February, 1908, 86,2700. 

The absolute ‘correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boaten. Evening Transcript (OO). Rostor’s 


ea tuole puper. Largest atnount of week day ad. 





Boston, Globe. Average 97. daily. 181,844; 
Sunday 808,808. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning ano 
afternoon euitions for one price. 


KKK KKK 
en 
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Boston, rey Average 1907, 
daily, 248,980; Sunday, 
226,768. %° gver two morn- 
ing PY pers tin the country 
equa is circulation. In- 
cluding mo: ning, evening and 
Sundiy papers in comparison, 
not over six American news- 
papers approach the circula- 
tion of the Daily and Sunday 


editions of The Boston Post. Wy 
“Grow with us in 1908.’ 


We We We We Yr Yr 


iv, ayine, Item. Da Daily —. ae yea 
1906, 15,0) 1907, averave, vine 
Lynn eo tng paper. Circulation Giaeedes 
in quantity or quality by any Lynn paper. 


W oreeater. L’Opinion Se ue. daily ¢ ) 
Patd average Jor 1907, 4,58 i 700 


MICHIGAN. 


og y, Times, evening. Average for 
1907, 1,054 copies, daily, guaranteed. 


Jackson, Eptriot. Average 
December, 1907, 8,527; Sun- 
day, 9,529. Greatest net — 
culation. Verified by / 
clation of Americas ‘Aaver- 
tisers. Sworn statements 
monthly. Examination wel- 
comed. 


UA 
on 
TEEO 


GUAR 
teto 
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Saginaw, Courier Herald. daily. only rare 
paper; aver, for 1907, 14,749, Exam. by A.A 


Saginaw, Fvening News. waily podomnpa 
4906, 79.964; February, 1908, 20,69 


MINNESOTA. 
Miune —_. Farmers’ Tribune. twice-a-week. 
W.¥. Murphy, pub. Aver. for 1907, 82,074. 
Minneapolis, “Journal. Daiiy 
and Sunday ‘@@). In 1907 oar 
age daily circulation, 76,8 
Daily average gireulation Wor 
Feb., 1908, 79,194, Average Sun 
day circulation Sor Feb, sws, 
74,897. The absolute accuracy 
of the Journal's circulation rat- 
ings is guarantecd by the as 
can Newspaper Directory. It 
Feeling he to go into qone 
omes ow paper in its field 
and to reach the great army of 
purchasers throughout the 
Northwest. i 


The Journal brings 
results. 








Minneapelfe. Farm Stock, and Home, semi- 
Monthly. Actual average 1406, STZ.IST3 aver 
age Sor 1906, 100,266; Jor 17, 108.588. 

The absclute accuracy of Farm, 
Stoc« «& Home's circulation rating 
is guaranteed ov the American 

A Newsvaper Directory. Virculation ts 

AN practic:lly confined to the rurmers 
TEED of Minnesota, tne Dukotas, Western 
Wisconsin and Northern lowa. Use 
it to rasen section most prontably, 


CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. i867. Old 
est Minneapolis daily. Th? Sun, 

Se) day Tribune average per issue 

TEED Sor the year ending December, 

: 197. was %6,603. The daily 

Gy Aaa Newnes Tribune average ver issue for 

paper Wives. the year ending Decenber, 1907 
to wus 101, 165. 


siete Svenska ~amerikanska Vosten, 
Swan J. Turnblad, pub. 7907, 5 





&t. Paul. PioneerPress. Net average circula- 
tion for 1907—aily 85,716. Sunday 85,465. 
The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Ameri- 
GUAR can Newspaper Directory. Ninety 
per cent of the moneu due for sub- 
a to scriptivs is collected. showing that 
subscribers tale the paver because 
they want it, All mutters pertain- 
tiny to eircuiation are vpen to invest: gation. 


Winona, Republican. tierala. Av. June, 4,616 
Best outside Twin Cities aud Duluth. 
MISSOURI. 


Joplin, Globe, daily Average 1907, 175080, 
Ez. Katz, Special Agent, N. Y. 


Aina) 


St. Joseph, News and Press. Circulution 
1907, 87,888. Smita «& Thompson, Eust, Reps. 


St. Louia. National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Aver. 74 mos. 1907, 
10,685 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis, National Farmer and Stock Grower, 
mo. .ictual average for 1907, 104,666 
MONTANA. 


Missoula, Missoulian. Every morniag. Av- 
erage 42 months ending Dec. 8/, 1906, 5,10 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, weekly 
Average 1906, 141,839 


Lincoln. Pap see. weekly Actual average 
Sor 196, 142.98 
NEW HAMPSHIRE. 
Manchester, Union. Av. 1907,17,077, daily 
N. H. Farmer and \\ eekly Union, 5,550, for ’06 
Nushua. Telegrapn. The only daily in city. 
Average for 1907, 4,271. 





NEW JERSEY 
Asbury Park. Press. 1907, 5,076. Gaincd 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual  ertead for 
year ending December 31, 1907, 9,00 


izabeth, Journal. Av. '1905 * oe 1906, 
2ean 1907, 8,811; Jan., ’08, 9,479, 


Jersey Clry. Evening Journal. Average for 
19/7, 24,880. Last three months 1907, 25,928. 


Newurk. Kve. News. Net dy. ar. for 1906 
68.022 copies; sor 1907, 67.1953 Jan. "69,829. 


Trenton, Evening Times. Ar, 1906, 18.227; 
aver. 1907, 20,270; last 44 yr. ’07, aver., 20,409. 


NEW YORK. 


Albany. Evening Journal, Duily average for 
1907. 1€, 895, Jt’s the leading puper. 


Brooklyn. N. VY. Printers’ Ink - 

Gti THE StaXDanD UNION now has the 

fas = lolaryest circulation in Brooklyn. Daily 
average for year 1907, 52,69 


Buffalo. Courier, morn, Av./907. Sunday .91- 
447; da:iy, 51,604; Enquirer, even.. 84,570. 





Buffalo. Evening News. Daily averaue 1905, 
94.690; for 196, 94,7423 1907, 94,848. 


Corning, Leader, evening. Arerage 1°, 
6.258: 1905, 6 95; 1906, 6,585; 707, uv., 6,245. 


Mount Vernon, Argus.evening Actual daily 
average for year ending Dec. 34, 1907, 4,460. 


Newburgh. News. daily. Ar. 707, 5,831; 4.000 
more than all other Newburgh puper: ‘8 comotned, 


New York City. 


New York, Army and Navy Journal. Est. 1863. 
Actual av. for 07, 9,824; av. Jan. 08, 10,125, 


Automobile. eee Average for year euding 
Dec. 28, 1906, 13,21 


Baker's Review, monthly. W.R. Gregory Cc. 
publishers Actual average for 197, 5,784. 


Benziger’s Magazine, the only popular Catholic 
Family Magazine pub ished in tue United stutes. 
Circulation for 1907 64,416; 50c. per agate line. 


Clipper, weekly (Theatrical), Frank Queen 
Pub, Co,, Ltd. Aver. for 196, 26.611(0 0). 


El Comercio, mo. Spanish export. J. Shepherd 
Cuark Co. Average for 1907, 8,888 -sworn. 


Music Trade Keview, music trade and art week- 
ly. Average for 1907, 4,709. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1388. 
Actual weekly average for 
497, 7.269. 


The People’s Home Jourral. 564,416 mo. 
G vod Literature, 458,666 monthly, average cir- 
culations for 197—all to fale: -in-advance sub- 
scribers. F. M. Lupton, publ publisher, Inc. 


The Tea and Coffee Trade Journal. Average 
circulation for year ending Dec. 1907, 8,801;: 
Dec. 1907, issue, 10,500, 


The World. Actual arer. ror 1907, Mors... 245,- 
442. Evening. 405,172. Sunday, 848,885. 


Schenectndy. Gazette, dail A. N. Liect 
Actual average fur 06, 15,809; or 07, 17,152. 


Syrucune. Evening IHleraia. daily. Herald (o. 
pup. Aver, 196, duily 35.206. Sunday 40.064, 


Troy, Record. Average circulation 
1907, 20,168. (Only paper in city which 
has permitted A. A. A. examinatio::,and 
made public the report. 





Utlen. National Electrical Contractor, mo. 
Average Jor 1906, 2.620, 
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Chie Reco 190) 

1SEEGE sisting “Stacie Oey “Chicas 
morning paper making detailed cir. statement. 

&@"The absolute correct of the latest 

circulation rating accorded 

the Chicago Record-Herald 

(Atlal= is guaranteed by the pub- 

Te M6 lishers of Rowell’s American 


Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successtully con- 
troverts its accuracy. . 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. ‘The 
TRIBUNE is the onty Chicago newspuper receiv 
ing (OO). 

Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation for 1907, 
21,659. 


InESARA. 


Fvanaville. Journal-News. 
188. Sundays over 15,000. 


for 1907, 18,- 
Ke’ Katz. EE 6 





Indianapolis, Up-to-Date Farming. 7907 sng 
204,848. lublished twice a month. 75c. a lin 


Notre Dume, The Ave Maria. Catholic weekly 
Actual net average for 197. 26,112, 


Princeton, Clarion-News, daily mw - 
Daily average 1906, 1,501; weekly, 48. 
Richmond, The Evening Item. daily. Sworn 
average net pad circulation for nine montis 
ending Sept. 30, :w7, 6,141. A circulation of 
over 5.000 guaranteed in all 1907 contracts. The 
Item goes into 8) per cent of the RicLmond 
homes. No street sales. Uses no premiums, 
&@™ The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guare 
anteed by the publishers of 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
werts its accuracy. 
South Bend, Tribune. Sworn average Jan., 
08, 9,895. Absolutely bestin South Bend. 


IOWA 
Burlington, Hawk-Eye, daily. 
8,987. “All paid in advance. ” 


Davenport, Times. Daily aver. Feb., 18.607. 
Circulation in City or tota guaranteed greater 
than any other paper or no pay for space. 








Arer, 1907. 





Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation for 1906. 
41.751. Ctrcuiation. “City and State. largest 
mm Iowa. More advertising of all kinds in 1906 
in 342 issues than any competitur in 365 issues. 
Rate 70 cents per inch. flat. 

Des Moincs, legister and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other les Moines or lowa 
paper. Average circulation for 1907, 80,478. 


KANSAS. 


Hutchinson, News. phe 1906, 4.2603 7/907, 
4,670. E. Katz, Spectal Age t, N.Y. 


Lawrence, World, daily. Elie asenat average for 
1907, 4,213. 


Le ar el 9 Bs Headlight, 99. EY oe wy. Average 


1907, daily 
mapeucier. 


ngton, Leader. Av. 06, evg. 
or °07, eve’g, 5,890, Sy, 7,10: 


MAINE. 


Augueta. Comrort.mo. W. A. Gannett, pub. 
Actual average for 1907, 1,294, — 


5,157. Sun. 
2, 


Lexi 
6,798; E.Katz. 
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Au 


2 «ta, Maine Farmer, w’kiy. Aver. for 1907, 


. lateslow; recognized farmers’ Medium 





Berges ty og 

10,018; weekly, 28,422. 
Madison, Bulletin, wy. Circ., /906,1,581; for 

1907, 1,699. only paper in Western Somerset Co. 


hg Matne Woods and Woodsman.weekly, 
- Brackett Co. averave for 17, 8,012, 


Average for 1907, daily 





Portland. Evening Express. Arerge for 1907, 
daily 18,514. Sunday Jeleyram, 8,855, 


MARYLAND. 


Baltimore, American. Daily average for 1907, 
75,652; Sun., 91,209. No return privilege 


Baltimore, News. daily. Evening News ?u' - 
lishing Company Average 1907, 77,748. For 
February, 1908, 86, x 
The absolute ‘correctness of the 
feted circulation rating accorded 
the NEws is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Beaton. Evening Transcript (O©). Kosten’s 
ea taole pauper. Largest amount of week day ad». 


ete se te ae te 


Boston, Globe. Average 197. daily. 181,844; 
Sunday 808,808. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning ano 
afternoon euitions for one price. 


GUAR GUAR 
A vr - a 
Boston, Cry Average 1907, 
daily, 248,980; Sunday, 
226,768. boy gver two morn- 
ing : vers in the couniry 
pe ee py: is circulation. In- 
uding mo: ning, evening and 
Sundiy papers in comparison, 
paper: 
tion of the Daily and Sunday Wy 
editions of The Boston Post. 
“Grow with us in 1908. 

Lor Bening Item. Da Daily sworn << year 
1906, 15,068; 1907, averave, 16,522. The 
Lynn family paper. Circulation unapproached 
in quantity or quality by any Lynn paper. 

MICHIGAN, 

Boy. City, Times, evening. Average for 
1907, 1,054. Copies, daily, guaranteed, 
Jackson, Fetriot. Average 
December, 1907, 8,527; Sun- 
day, 9,529. Greatest net cir- 
culation. Verified by Aaso- 
clation of American Sever. 
ta 





not over six American news- 
8 approach the circula- 

W oreeater. L’Opinion aie daily (© ©). 

Paid average Jor 197. 4,58 


tisers. Sworn ments 
monthly. Examina fon wel- 
comed, 
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Saginaw, Courier Herald. daily. only Sunday 
paper; aver. for 1907, 14,749, ixam. by A. A, A 





Saginaw, | vening News. caily Average for 
1906, io, 964; February, 1908, 20,69: 


MINNESOTA. 
Mianeapolia, Farmers’ Tribune. twice-a-week. 
W. J. Murphy, pub. Aver. Sor 1907, 82,074. 


Minneapolis, Journal, Daiiy 
and Sunday \@@). In 1907 aur 
age daily circulation, 76,861 
Daily ave, —— for 
Feb., (98, 79,194, sore e Cun- 
day circulation Sor Feb, sws, 
74,897. The absolute accuracy 
of the Jour nal’s circulation rat- 
ings is guarantecd by the Ameri- 
can Newspaper Directory. It is 
uaranteed to go into more 
omes than any paper in its field 


and to reach the great army of 
purchasers _ throughout the 

Northwest. The Journal brings 
results. 


Minneapolis. Farm Stock, and Home, semi- 
Monthly. Actual average 105. ST.1RT3 aver 
age for 1906, 100,266; Jor /97, 108.5: 

The abs tute accuracy vf Farm, 
Stoew «& Home's circulution rating 
is guaranteed bv the American 

Aa Newsvaper Directory. Circulation ts 

practicully confines to the farmers 

TEED of Minnesota, tne Dakotas, Western 
isconsn and Northern Jowa. Use 

it to reich section most prontably. 


CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. i867. Old 
est Minneapolis daily. Th? Sun, 

GUAR day Tribune average per issue 
TEED Sor the year ending December, 

‘ 1907. was 36,603. The daily 
iy Aen saw Tribune average ver issue for 

paper inree- the year ending Decenber, 1907 

tor was 101,165. 


Sinema Svenska Amerikanska Vosten, 
Swan J. lurnblad, pub. 1907, 54,262. 


&t. Paul. PioneerPress. Net average circula- 
tion for 1907—Daily 85,716. Sunday 85,465, 
The absolute accuracy of the 
Pioneer Press circulation state- 
A —- is quar a i the anes 
U can Newspaper Directory. Ninety 
G A ue per cent of the moneu due for sub- 
TEED scriptions is collected .showiug that 
subscribers take the paver because 
they want it, Ali matters pertain- 

tiny to cireuiation are open to invest: gation. 


Winona, Republican-tierala. Av. June, 4,616 
Best outside Twin Cities aud Duluth. 
MISSOURI. 


Joplin, Globe, daily Average 1907, 17,080, 
E. Katz, Special Agent, N. Y. 





St. Jonenh, News and Press. Circulution 
4907, 87,888. Smitn «& Thompson, Eust, Reps. 


St. Louisa. National Druggist.mo. Henry R. 
Strong, Editor ana Publisher. Aver. 47 mos. 1907, 
10,685 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis, National Farmer and et Grower, 
mo. .ctual average for 1907, 104,66 
MONTANA. 
Missoula, Missoulian. Every meorniog. Av- 
erage 42 months ending Dec. 8/, 1906, 5,107. 
NEBRASKA. 


Lincoln. Deutsch-Amerikan Farmer, weekly 
Average 4906, 141,58 





Lincoln. rate Free, weekly Actual average 
Sor 1906, 142.989 
NEW HAMPSHIRE. 


Manchester, Union. Av. 1907,17,077, dally 
N. H. Farmer and \\ eekly Union. 5,550, Sor ’06 

Nuahuan. Telegrapn. The only daily in city. 
Average for 1907, 4,271. 





NEW JERSEY 
Asbury l’ark. Press. 1907, 5,076. Gaincd 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending December 3/, 1907, 9,001. 


Elizabeth, Journal. Av. ‘1905. 6,515; 1906, 
2,847; 197, 8,811; Jan., 05, 9,479, 


Jersey Clty. Evening Journal. Average for 
1907, 24,880. Last three months 1907, 25,928. 


Newurk. Kve. News. Net dy. ar. for 190%, 
68. 022 copies; Jor 1907, 67,195; Jan. 69,829. 


Trenton, Evening Times. Ar. 1906, 18.227; 
aver. 1907, 20,270; last 4 yr. ’07, aver. , 20,409. 


NEW YORK. 


Albany. Evening Journal. Doily average for 
4907. 1€, 895, /t's the leadiny puper. 


Broo Y. Printers’ Ink says 
THE STaxDaRD UNION now has the 
largest circulation in Brooklyn. Daily 
average for year 1907, 52,697. 


Ruffalo. Courier, morn, Av./97. Sunday .91- 
447; day, 51,604; Enquirer, even.. 84,570. 


uffalo, Evening News. Daily averave 1905, 
94.690; for 196, 94,7423 1907, 94,848. 


Corning, Leader, evening. Arerage 1°, 
G.2ES: 19045, 6 395; 1906, 6,585; 07, uv., 6,245. 


Mount Vernon, Argus.evening Actual daily 
average for year ending Dec. 34, 1907, 4,460. 


Newburgh. News, daily. Ar. 07, 5,831; 4.000 
more than all other Newburgh papers coumoined, 


New York City. 


New York, Army and Navy Journal. Est. 1863. 
Actual av. for 07, 9,824; av. Jan. ’08, 10,125. 


Automobile. weekly. Average for year eu ding 
Dec. 28, 196, 13,212 


Baker's Review, monthly. W.R. Gregory Cc. 
publishers. Actual average for 197, 5,784. 


Benziger’s Magazine, the only popular Catholic 
Family Magazine pub ished in the United stutes 
Circulation for 1907 64,416; 50c. per agate line. 


Clipper, weekly (Theatrical), Frank Queen 
Pub. Co., Ltd. Aver. for :906, 26.6111(00). 


El Comercio, mo. Spanish export. J. Shepherd 
Ciark Co, Average for 1907, 8,888 -sworn. 


Music Trade keview, music trade and art week- 
ly. Average for 197, 4,709. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1388. 
Actual weekly average for 
197, 7.269, 


The People’s Home Jourral. 564,416 mo. 
G vod Literature. 458,666 monthly, average cir- 
culations for 197—all to — sub- 
scribers. F. M. Lupton, publ publisher, Inc 


The Tea and Coffee Trade Journal. Average 
circulation for year ending Dec. 1907, 8,801;: 
Dec. 1907, issue, 10,500. 


The World. Actual arer. for 1907, Mor. 245, 
442. Evening. 405,172. Sunday, 848,885 


Scheneetndy. Gazette, dail A. N. Liecty. 
Actual average for ’06, 15,809; or '07, 17,152. 


Syruacune, Evening Ileraia. daily. Herald (o 
pup. Aver, 196, daily 35.206. Sunday 40.064, 


Troy, Record. Average circulation 
1907, 20,168. Only paper in city which 
has ‘permitted A. A. A. examinatio:,and 
made public the report. 





Utien. National Electrical Contractor, mo. 
iveraye Jor 196, 2.620, 
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Utien. Press. daily. Otto A, Meyer, publisher. 
Average for year cnding Dec. 31, 1907, 14,839. 


NORTH CAROLINA. 
Charlotte, News. For 197, 5,857; Times- 
Democrat, 6,099. Compare these figures with 
any other evening or semi-weekly in this ter- 
ritory. 


NORTH DAKOTA. 


Grand Forks. Normanden, Av. yr. 705, 7,201. 
Aver. Jor year 196, 3,180, 


OHIO. 
Akron, Times, daily. Actual average for 
year 1906, 8,977; 1907, 9,5. 
A«htabula, Ameriken Sanomat. Finnish. 
Actual average Jor 1906. 10.690, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1907, 74,911; Sunday, 88,878; 
Jan., 1908, 68,658 daily; Sun., 84,281. 


Coshocton, Age, daily, Net average 1907, 


2,796. Cash in advance circulation. 





Dayton, Journal. First six months 1907, act- 
ual average. 24,196, 


Springfleld, Farm and Fireside, over 4 cen- 
tur) ieading Nat. agricult’! paper. Cir.i45.000, 


Warren. Daily Chronicie. Actwil average 
Sor year ending December 31, 1906, 2,054. 


Youngstown. Vindicator. D'y. av. 07. 14,7683 
Sy. 10,017; LaCoste & Mu.c:rell, N ¥. & Cuicage. 


OKLAHOMA. 


Ardmore. Ardmoreite, daily. 
1906, 2.445, 


Average for 


Muskogee, Time:-Democrat. Average 1906, 5,« 
S14; for 1907, 6,659. E. Katz, Agt., N.Y. 


Oklahoma City, Te Oklahoman. 907 aver., 
20,152; Jan. 1908,21,890, E. Katz, Agent N.Y. 


OREGON. 
Mt. Angel. St. Joseph’s Blatt. Weekly. Aver 
age for September, 1907, 20,880. 


Portland, Journal, daily Average 1907 
28,805; for Dec., 1907, 29,885. The 
absolute correctness of the latest circula- 
tion statement guaranteed by Rowell's 
American Newspaper Directory. 


Portland, Pacific Northwest, mo.;average for 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 


Chester, Times. ev’g d’y. Averace 1907.7.640, 
N. Y. office, 220 B’way. F. lt. Northrup, Mgr. 


fe, Times, daily. Aver. for 1/907, 


Er 18,508; 
Jan. 1908,18,467,. E. Katz, Sp. Ag., N. ¥. 


Harrisburg, Telegraph Swornav. Jan. 1908, 
15,040. Largest paid cir. in H’b’g or no pay. 


mo. 


Vhiladeiphia. Confectioners’ Journal, 
Av, 195, 3.470: 1906, 5.514 (OO). 










Printers’ Ink awarded FARM 
JOUKNAL the Seventh Sugar Bowl 
because that paper. among all those 
published in the United States, best 
serves ifs purpose as an educator 
und counselor for the a’ricultural 
population, and as an effective and 















a for 
cating With them through its ad- 
vertising columns. 
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The Philadelphia 
A BULLETIN’S 
ay = Circulation. 


svireulation of THE BULLETIN for eacu day in 
the month of February, 1968: 
Sr eee Sunday 


--. 318.060 16 
.. Sunday 
+... 266.577 


2 nn 







~ 
RK Sewremoumwwe 











RBssekssovecks . 257,924 
Tota: for 25 days, 6,593,073 copies. 
NET AVERAGE FOR FEBRUARY 


263,123 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, tree and returned copi.s 
have b-cn omitted. 

WILLIAM L. McLEAN, Publisher. 





Philadelphia. The Press is 
Philadelphia’s Great Home News- 


paper. Besides the Guarante 

Atal Star, it has the Gold Marks and is 
AN cn the Roll of Honor—the three 
Ua most desirable distinctions for 


any newspaper. Sworn average 
circulation of the daily Pre-s for 
1907, 102,993; the Sunday !ress, 124,006. 


West Cheater. Local News, 
daily. WW. H. tiodgscn, averayefor 
1907, 15,687. dn its 35th year. 
Independent. Has Chester County 
aud vicinity for tts fieid. Devoted 
to nome ews, nense 18 2 home 
paper. Chester County is second 
im the State in agricultural wealth. 





VA 
OUR 
TEED 











Williamsport, “America’s Greatest 
Family Newspaper.” Average, 1907, 281,687. 
Circulated in over 13,000 small cities, towns and 
villages. Home circulation. Guaranteed. 

York, Dispateb and Daily. Average for /907, 
18,124, 


Grit. 


RHODE ISLAND. 


Pawtucket. i vening Times. Aver, circulation 
for 197,127,908 \sworn). 


Providence. Dailv Journal, 17,712 
(OO), sunday, 24,178 OO). Hrenng 
Bulletin 83,061 avérave 17 Bulletin 
circulation for 1908 over 45,000 daily. 


Providence. Tribune. Aver. for 71907, 
Morn, 11,793; Even. 81,709; Sun. 16,980, 
Mosi progressive paper in the field. E-ve::- 
ing editio#guaranteed by Kowell’s A.N.D. 


SOUTH CAROLINA. 
Charleston. Evening Post. Actual dy. aver- 
age for 197, 4,251, 
Columbia, State. Actual aver- 
age for 1906, daily (© ©). 11,287 
copies; semi-weekly, 2,625; Sun- 


aE iy OO). 1906, 12,288, Actual 
TEED average for 1907, daily (‘® ©) 


18,052, Sundan (@©) 18,887. 
Semi-weekly 2,997. 
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Spartanburg, Herald. Actual daily average 
circulation for 1907, 2,715. Dec., 1907, 8,067. 






TENNESSEE. 
p Chattanooga, News Average 
end. Dec. 3), 197, 14.468. Only 


Chattanooga paper permitting 
examination circulation by A. A. 
A. Carries more advg. in 6 aays 
than morning paper 7 days. Great- 
est Want Ad medium Guzaran- 
tees largest circulation or no pay. 


and Tribune. 
ending Dec. 
average Jan. 
The leader. 


UA 
Onn 
TEEO 


Knoxville, Journal 
Week-day average cobtay 
34, 1907, 14,694, 

24 in excess of 15,000. 





Memphis, Commercial Appeal. daily. Pin 
weekls. First six months Sag! ou. : Dy. r 
Sunday, 61,485; weekly, 8 1,212. "smith & 
Thompson, Representatives. N. Y. and Chicago. 


Nashville, Banner. daily. Aver. for year 1906, 
81,455: for 197, 86,206. 


TEXAS. 


El Paso, Herald. Nov.. av., 8,461. More oe 
both other El Paso dailies. Verified by A. 


hpemsaggcoles 


arre, Times. dai 3. Langley. Aver. 1905, 
abet, 1906, 4,118; 1907, "bee. Exam. by A.A. A: 


Bennington. Banner. daiiy. F. FE. Howe. 
Actual average for 1906, i, 980; 7907, 2,019. 


Burlington, Free Press. Daily average for 
1907, S.415. Largest city and State circula- 
tion, Examined by Asso. of Amer. Advertisers. 


Montpelier, Argus, daily. Av. ag 8,126. 
Only Montpelier paper exam. by A, A. A. 
Rutland, Herald. Average 1907, 4,268. Only 
Rutland paper examined by A. A. ‘Ai 


St. 


Albans, Messenger, dy. Average for 1907, 
8,882. 0 Ae :. 


i.xamined by A 


WASHINGTON. 


Seattle, ™ ost Intelligencer (OO). 
Av., for Jan. 1908, net— Sunday 
40.541; Daily, 88,008; week day 
81,892. Only sworn circulation 
in Seattle. Largest genuine and 
cash paid circulation in Washing- 
ton ; highest quality, best service 
greatest results ulways. 


Tacoma, Ledger. Average 1907, daily, 18,506; 
Sunday, 21,798. 


vy.\ 
re 
TEED 


Tneomn. News. Arerage 1907,16,525; Sat- 


urday, 17,610, 


WEST VIRGINIA. 


Ronceverte. W. Va. News Wm. B. Blake 


& Son, pubs. iver. 1907. 2,5 
WISCONSIN. 


Janesville, Gazette. Daily average for 1907, 
8,671; semi-weekly, 2,416; Jan., 08, dy., 4,011. 








Madiaen. StateJournal.dy. Actual average 
Sor 1907, 5,086. 

Milwaukee, Evening Wisconsin,d’y, Av. 19°7, 
28,082 ‘©@). Carries largest amount of a.- 
vertisiug of any paper in Mi:waukee. 


Milwaukee, The Journal. eve., 


ind, Daily av. for 1907, 51,922; 

Sor Jan. an 48,410; for 

GUAR Jan. 1908. 58,770; "daily gain, 
AN 5,860. The Journal, six aays, 
TEED carried more advertising in 1907 


than did the leading morning 

daily, with its Sunday included, 
and practically double the amount, rates con- 
sider-d, of any other evening newspaper. The 
Journal .eads an Milwaukee dailies in classified. 
Its city circulation equal to the combined city 
circulations of any three other Milwaukee 
papers. 
Averaye for 


Oshkosh, Northwestern oy af! 


1907, 8,680. Examined by A. A.A 


Racine, Journal “daily. a Average for the las: 
six months 1907, 4,876. 


T" WISCONSIN 
) Agricorrorist 


Racine. Wia., Estab. 1877. 
Actucl weekly average for year 
ended Dec. 30. 197, 56,817. 
Larger circulation in Wisco. 
sin thanany other paper, Adv. 
#3,50 an mech. N. Y. Office. Tem 
ple Ct. W.C. Richarason, Mor, 


WYOMING. 


© hevenne. Tribune Actual daiin anerace rit 
for 1906, &,126+ semi-weekly, 9 mos., 07, 4,294. 


BRITISH COLUMBIA. 
Vancouver, Province. daily. Average for 


1907, 18,846; Dec. 1907, 15,486. H. LeClerque, 
U.S. Kepr., Chicago and New York. 


MANITOBA, CAN. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. 19/7.16,546, Raies ite. inch. 






Ar- 


Winnipeg, Free Press. daily and weeklr. 
e 


erage for 1907, daily, 86,852; daily Jan. 
85,055; weekly av. for mo. of Jan., 26,770 


Wisnipes Telegram. Average daily. Jan. 
08, 28,478. Weekly av. 25,000, Flat rate, 3c. 
grey CAN. 

Montreal, Ia Presse. Actual average, 1907, 

daily ioe ues" weekly 50,197. 

—eme, 

Montreal, The Daily Star and 
The Family *Heraid and Weekly 
Star have nearly 200.000 subscrib- 
Aer“ ers, representing 1,000,000 readers 
AN —one-fiftn Canada’s pulation. 
TEED Ar. cir. of the Daily Star for 17. 


887% copies daily; the Weel'y 
star, 129,885 copies each issue. 
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A Statement by the 
Relation to Pacific C 


THE BULLETIN hereby makes this offer, and ia ma 
event of the expert of the Association of American Advertisers 
of papers printed and circulated, all monies paid on advertisi 
for will be published without cost to the advertiser. € 














For six months or more there have been persistently circulated 
throughout the East and the Middle West anonymous state- 
ments intended to injure the standing of the BULLETIN, of San 
Frar isco, among advertisers and advertising agencies. 

Lo this end also have been employed the columns of several 
nondescript so-called ‘‘ Advertising” publications which thrive 
upon blackmail. 

It must be conceded by anyone who gives it only passing con- 
sideration that if the BULLETIN were a nonentity in San Francisco’s 
newspaper field it would not be the recipient of anonymous attack. 

Attention has been invited to the fact that but little over a 
year ago the paper claimed only about half its present distribution, 
and the question has been asked of foreign advertisers, ‘‘Can you 
be so gullible as to believe that any San Francisco paper could 
possibly double its circulation in a year ?” 

For the information of those who may be interested, and for the 
assurance of such as may intend advertising in the San Francisco 
field. the BULLETIN makes the following statement: 

Prior to January 1, 1907, the monthly subscription price of the 
BULLETIN, delivered by carriers or served by mail, was 65 cents per 
month. It wasissued every evening and published also a Sendey 
morning edition. 

Its circulation was approximately 50,000. 

With January 1, 1907, the Sunday edition was discontinued and ‘ 
a six-day service of a paper varying in size from 12 to 24 pages, 4 
according to the exigencies of the news and advertising service, was 
issued at 25 cents per month—a price which when the amount for 
delivery was deducted did not pay for the white paper on which the 
edition was printed. { 

The sole object of this reduction was to instantly create a dis- P 
tribution to warrant an advance in the advertising charge. 

This venture surpassed the most sanguine expectations. 

In the month of March, 1907. the third month at the new rate, 
the circulation had been practically doubled and the average for the 
year 1907 was 85,768. 

There are four NEWS papers published in San Francisco. The 
BULLETIN, Call, Chronicle, Examiner. 

Three years ago the Association of American Advertisers sent 
its expert to investigate circulation. 

The report of that investigation is in the possession of every 
member of the Association. 
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the “Bulletin” on Its 
fic Coast Advertising. 


— 


and ia making it constitutes it a binding contract, that in the 
Advertisers discovering any fraud in the statement of the number 
n advertising contracts will be refunded, and all space contracted 














€ 
ed It shows that the first paper to open all its records, cash, bank 
e- books and paper bills was the BULLETIN. 
an It shows that two of the papers side-stepped any investigation, 
and that their circulation as the expert found it was grossly exag- 
ral gerated. 


ve 


Conditions Are No Different To-Day. 


“i THE BULLETIN has with the Secretary of the Association a 


tad standing permit to send experts at any time, without previous notice, 
¥ to take full possession of the Circulation Department of the paper 
hg until they have satisfied themselves regarding its circulation. 
a There are still two papers in San Francisco into whose cash 
id records no expert will be admitted at any time. 

Because of its grat circulation. the BULLETIN has been com- 
- pelled to order another sextuple press, which will bring the hourly 


ra — up to 144,000 12-page papers. This will be installed within 
90 days. 

Whenever, therefore, you may be the recipient through the 
mail of an anonymous or direct attack on this paper as to its stand- 
ay ing or circulation, kindly bear in mind a few plain and easily verified 

acts: 
Ist. There is no paper so widely and so favorably known in the 


nd fight against municipal corruption in San Francisco as the 
28, j BULLETIN. The history of its connection with this great 
as struggle has been written in nearly every magazine of note, 
or AND NO OTHER PAPER HAS AT ANY TIME BEEN CONSIDERED 
he OF SUFFICIENT IMPORTANCE TO BE MENTIONED. 

\ -2d. At a time when conditions created a stagnation in the 
is- } business departments of the press, the BULLETIN evolved a 


plan to build up its circulation by 100 per cent. 
38d. It is the only paper in San Francisco which has increased 


e, its advertising charges, or had any valid reason for doing 

he so, and in gn an increase of 40 to 60 per cent it has not 
lost a single local advertiser. 

he 4th. Despite this great advance in rate, it carries more display 
advertising day by day than any of its contemporaries— 
often more than double any of them—frequently double any 

nt two of them, and not infrequently more than all three 
combined. 

ry 5th. Its big local patronage is because IT BRINGS RESULTS TO 


ADVERTISERS WHO ARE IN A POSITION TO TRACE RETURNS. 
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Printers’ Ink 


A JOURNAL FOR ADVERTISERs, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
NEW YORK City. 
Telephone 4779 Ecekman. 


President, ROBERT W. PALMER. 
Secretary, DAVID MARCUS. 
Treasurer, GEORGE P. KOWELL. 
The address of ~ company is the address of 
he officers. 
London Agent. F. a. Sears, 50-52 Ludgate Hill,E.C. 
i@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of tive dollars four paid 
subscriptions, sent in at one time, will ve put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollarsa bundred. Being printed from electro- 
type plates, itis always possible to supply back 
numvers,if wanted in lots of 500 or more, but in 
all sucn cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pear] measure 
15 lines to the inch ($3); 200 lines tothe p page (940) 

For specified position selected .by the adver- 
tisers, if granted, double price is demanded. 

Un time contracts the lust copy is repeated 
when new copy fails tv come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, May 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

niet Cg appearing as reading matter is in- 
serted 

All advertisements must be handed in one 
week in advance. 


New York, March 11, 





1908. 








Tue modern daily paper is the 
most powerful speaking tube in 
the world. What you offer, and 
what you want, it can greatly 
help you about. 





In these days of labor and sor- 
row through which newspapers 
and magazines are passing, in an 
endeavor to make a favorable ad- 
vertising Lyra it is some- 
what of a satisfaction to PRINT- 
ERS’ i to announce that ad- 
vertising in its own columns thus 
far in 1908 surpassed the same 
period of 1907 by 10 15-100 per 
cent. This seems to indicate two 
things: that publishers—some of 
them—realize the necessity for 
advertising when indications 
point to a slack season, and that 
they regard Printers’ INK as the 
logical medium for their pur- 
pose. 


PRINTERS’ INK. 


“CHEAPNESS,” that consists in 
mere littleness of price is often a 
snare and a delusion. 





A WELL-FOUNDED enthusiasm is 
catching, and will reach your 
patrons, and make patrons, if you 
will only make it visible. 

THE Galveston and_ Dallas 
Semi-Weekly News has — sent 
forth a post card showing a map 
of the United States, in colors, 
with the number of copies circu- 
lated in each State printed upon 
it. Black dots, one to a subscrib- 
er, serve to give additional vivid- 
ness to the map. At least one dot 
apears in every State, and down 
in Texas they are so numerous 
that one is reminded of a sum- 
mer’s swarm of bees—or a blue- 
berry pie. According to the 
News’ figures there is a total cir- 


culation of 150,381 copies, 113.500 
of which is in the Lone Star 
State. This would seem large 
enough to induce the Semi- 
Weekly News to furnish an an- 
nual detailed statement to 
Rowell’s American Newspaper 
Directory. 

New York he New York 
Ad League. Advertising 


Le: ague’s February 
dinner was held at Reisenweber's 
on February 28th. A large at- 
tendance was called out to hear 
the discussion upon The Cata- 
logue, which followed the dinner. 
Among the speakers were Charles 
W. Beaver of the Yale & Towne 
Manufacturing Co.; F. F. Cole- 
man, advertising manager Lidger- 
wood Manufacturing Co.; M. L. 
Griswold, vice-president Rogers 
Company; C. N. Manfred, adver- 
tising manager the Johns-Man- 
ville Co., and Willis H. Howe, 

“Kamargo Mills.” 

It is possible to make this or- 
ganization of great value to its 
members if the monthly meetings 
are devoted to subjects of general 
interest to advertising men, such 
as the subject under discussion at 
the Jatest meeting, and if these 
topics are handled in a practical, 
informative manner, 
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THE Philadelphia Bulletin’s net 
average daily circulation for Feb- 
ruary was 263,723 copies, which 


is a gain of more than 13,000 
copies over January. 
Tue Rutland, Vt., Herald, 


through its special representative, 
Julius Mathews, thas issued an 
invitation in booklet form to ad- 
vertisers to examine its circula- 
tion. The Herald states that its 
circulation is much larger than 
any other paper in its territory. 

FRANK Presprey, the general 
advertising agent, has been elect- 
ed president of the Aldine Asso- 
ciation, a well known club located 
at Fifth Avenue and Eighteenth 
street, New York. The member- 
ship of the Aldine, which is over 
four hundred, is composed of the 
leading business men in the pub- 
lishing and mercantile fields of 
New York. 








Tue farm papers represented in 
the East by Wallace C. Richard- 
son, and in the West by George 
W. Herbert have issued the first 
number of a quarterly house or- 
gan entitled “Standard Farm 
Paper Advertising.” The reading 
matter has not a single word to 
say about the particular papers 
issuing it, being devoted solely to 
arguments in favor of the use of 
farm mediums of _ established 
worth. This list of farm papers 
is doing yeoman work for the 
rank and file of their contempo- 
raries in presenting advertisers 
with the true facts about agricult- 
ural papers. 


Institutional ‘The Brooklyn 
Eagle has added 
Journalism. to its field of 


usefulness by establishing a free 
lecture bureau, for the benefit and 
convenience of church clubs, so- 
cieties and cognate organizations. 
The lecturers are members and 
former members of the Eagle 
staff, and are provided gratui- 
tously. Lanterns and appliances 
for the illustrated lectures are 
provided at cost price. The sub- 
jects are so interesting and di- 
verse that a complete course could 


r 


easily be arranged. For the in- 
formation of other papers which 
may desire to become, like the 
Eagle, an institution in the com- 
munity as well as a newspaper, 
the list of subjects is here ap- 
pended: 
NOT ILLUSTRATED. 

“Incidents in the Life of a Report- 
er.’’—TILDEN ADAMSON. 

“What the People Can do Constitu- 
tionally.”—Joun ALDEN. 

“Publicity. The News of the Day 
from the Press Agent’s Standpoint. 
How Good Things are Boomed.’’—B. 
T. ButrerwortH. 

“The Tragedies and Comedies of a 
Proof-Room.”’—R. M. CAMPBELL. 

“Trade Organizations and the 
Church.”—-R. M. CAMPBELL. 


“The Mistakes of the Labor Move- 
ment.”——-R. M. CAMPBELL. 
“Civic Problems.”—GILBERT Evans. 


“News as 
Evans, 
“American Humor and Humorists.’”’ 


a Commodity.”—GILBERT 


—‘“‘Judge”’ Ww. B. GREEN. 

“Minor Poets of America.’’—‘Judge” 
Wma. B. GREEN. 

“A Boy in the Civil War.”—FRank- 
Lin P. SELLERS. 

“How Mens_ Clubs Senefit the 
Churches,”-—FRANKLIN P. SELLERS. 

“Attitude of the Secular Press To- 
wards Religion.”—FRANKLIN P. SELL- 
ERS. 


“Life in the Colonial Period.”— 


Rurvus R. Witson. 

ILLUSTRATED BY STEREOP. 

TICON. 

“Nature in a City Back Yard.” <A 
Popular Talk on the interesting Life 
and Habits of our Little Friends in 
cellar, yard and garden.—Hersperr S. 
ARDELL. 

“\Modern Methods of Illustrating.’ 
How Pictures are made for Printing in 
Familiar Publications, with Practical 
Demonstrations.—Hersert S. ARDELL. 

“The Making of a Newspaper.” 
Popular Review of Modern Journalism. 

GILBERT Evans. 

“The Automobile Industry.” Its 
Importance and the Vast Amount of 
Capital Invested in its Development. 
RusseLt A, FIELp. 

“Sources of Information.” 
Where and From Whom the 
Gets Its Information.—L. L. Heaton. 

“The Newspaper’s Raw Material.’ 
How it is Made and Where it Comes 


How 


Publ: 


From,~-E, G. Martin. 
“Historic Long Island.” A Tour 
through Brooklyn’s Summer _ Resting 


Place with a Look at its Quaint Build- 
ings and Pleasant Villages.—Jas A. 
Rooney. 

“Quo Vadis.’ 


’ A synopsis of the 
well known Story of Sienkewicz, De- 
picting Scenes at the Beginning of 
Christianity, during the Reign of Nero. 
—Jas. A. Rooney. 

“Transit of a Great City.” Modern 
Means of Inter-Urban conveyance as 
compared with the days of the Omn:- 
bus and Horse Car.—L. FLercuHes 
SNAPP. 
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Tuomas F, Fiynn, who _ has 
been connected with the S. C. 
Beckwith Special Agency in New 
York for the past sixteen years 
as inside office manager, has been 
changed to the position of outside 
solicitor. Mr. Flynn's intimate 


knowledge of all the various pa- 
pers on the Beckwith List gives 
him an advantage over the aver- 
age man, because he knows every 





THOMAS F. FLYNN. 


detail of each publication by 
heart. When an advertiser or 
agent is dealing with Mr. Flynn, 
he may obtain from him all there 
is to know. He is unquestion- 
ably the right man in the right 
place, and the Beckwith Agency 
probably never made a move that 
will redound more largely to its 
credit, 





Good Trade February Power 
contains the fol- 


Paper Talk. lowing, set up 


a page advertisement, which was 
written by John A. Hill, himself: 
“IT WAS MAGNIFICENT, BUT 
IT WAS NOT WAR.” 
The Atlas Engine Works, of Indian- 
apolis, Ind., is in the hands of its 
creditors, 


Men familiar with the manufacture 
end marketing of machinery and men 
familiar with advertising have predict- 
ed this for some time. 

This company has been spending 
grcat sums of money, probably more 
than $100,000 in the past year or two, 
that was charged to advertising but 
should have gone on its books under 
the heading of “Vanity Account.’ 

Through an agent, this concern has 
used page after page in the general 
magazines, of pretty copy, to _ offer 
steam engines to the general subllie 
not one in ten thousand being a _ pos- 
sible buyer. 

One quarter, yes, an eighth, of the 
money spent in the mediums that go to 
the power users of the country would 
have produced a sensation in engineer- 
ing circles—and an increase of busi- 
ness. 

General Pierre Bosquet said of the 
charge of the Light Srigade, at 
Salaklava: “It is magnificent, but it is 
not war.” 

This waste of money, this offering 
steam engines and boilers to the wom- 
en and children and non-power (users 
in flaring pages of pictures was “Pub- 
licity, but it was not advertising.” 

You can get publicity by shooting 
your wife-—but it is not advertising. 

A duck hunter on his way from 
New York to Barnegat Bay might just 
as well shoot into the air all the way 
down in hopes that a duck would fly 
into the shot, as to advertise steam en- 
gines to the general public. 

Advertising must stand the charge of 
all such failures—and does not deserve 
it. 

So few know the difference between 
Publicity and Advertising. 

Advertising is salesmanship, the cre- 
ating of a favorable impression of the 
goods advertised in the minds of pos- 
sible buyers. Ah, there’s the rub— 
possible buyers. 

One page in Power would have reached 
more possible buyers of the Atlas prod- 
uct than a full page in all the maga- 
zines in Christendom—and there would 
not have been enough waste circulation 
to light a pipe. 

But. Power would not have allowed 
en agent a commission. 

Power would have created no won- 
der in the home circle, the women’s 
clubs or the Lincoln County Medical 
Society, it would have reached power 
users, and let it go at that. 

Power is sorry for the troubles of 
this old, honest and reputable concern. 
Sorry because unthinking people will 
say they were ruined by too much ad- 
vertising, which is not true. 

Had they spent this amount of money 
pasting “stickers” on the inside of box 
cars it would have been the same kind 
of publicity—it never was advertising. 

Moral—If you are selling a specialty 
advertise big in the papers devoted to 
that line—and nowhere else. If ‘you 
are selling shoe strings or grape nuts 
get into the general publications. 

There is a difference between Pub- 
licity and Advertising. Real advertis- 
ing that will give you publicity enough, 
publicity does not always advertise, 
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The announce- 
ment was made 
on February 27th 
of the purchase of the Baltimore 
News by Frank A. Munsey. Mr. 
Grasty, the president of the Even- 
ing News Publishing Company 
and general manager of the pa- 
per, has made the News one of 
the leaders among American 
newspapers, and it is to be hoped 


Munsey 
Buys Another 


that he will not remain perma- 
nently outside the journalistic 
field. It is stated that he will 


take a brief vacation in Europe, 
and upon his return his friends 
believe that he will renew his 
newspaper activity in some city 
other than Baltimore. It detracts 
nothing from Baltimore’s reputa- 
ton as a thriving, enterprising city 
to say that Charles H. Grasty has 
outgrown it, 

The new owner of the News 
has probably made a wise invest- 
ment, however high a price he 
paid for the property. 

The change in ownership is re- 
sponsible for different represen- 
tation in the foreign field. In New 
York Dan A. Carroll is succeeded 
by the Frank A. Munsey Com- 
pany, and in Chicago W. Y. Perry 
gives place to Archer A. King. 

Mr. Carroll’s connection with 
the News has been a fortunate 
one for that paper. Since com- 
ing to New York Mr. Carroll 
has, indeed, succeeded in accom- 
plishing a great deal for all his 
papers, which are all published in 
the evening, and leaders in their 


field. 





Tue Kansas City Advertising 
Club had a meeting last week 
Tuesday to discuss the proposed 
National Advertising Law, gener- 
ally known as the ‘Aubuchon 
Bill.” 

BUSINESS GOING OUT. 

Dr. Blosser, Atlanta, is making some 

new contracts, 


W. S. Hill, Pittsburg, Pa., is asking 
rates on ten thousand lines. 





Lord & Thomas, Chicago, are putting 
out copy for S$. Grabfeldt & Company. 


The Holcoe Operative Sales Com- 
pany, New York,’ will advertise 
through the Stanleyway Advertising 


Agency, of the same city. 
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More orders for ‘Maple-Flake’” are 
being sent out by Lord & Thomas, of 
Chicago. 

W. L. Cosgrove, Pittsburg, Pa., is 
asking rates on Facial Massage Cream 
advertising, 

A. R. Elliott, New York, will handle 
the advertising of Levy, the Cleanser, 
of New York. 


Geo. M. Savage, Detroit, is handling 
the advertising of the St. Clair Hotel, 
St. Clair, Canada, 

One-time orders are being sent out 
direct, by the Neil Publishing Com- 
pany, of New York. 

F. Perdew, New York, is doing 
classified advertising through the Stan- 
leyway Agency, of New York. 

R. E. Archibald, 147 East 125th 
street, New York, is asking rates on 
fifteen inches, display, one time. 


Copy for the Cosmopolitan Hotel, New 


York, is going out through the Allen 
Advertising Agency, New York. 
Renewal contracts for the Buffalo 


Lithia Water are being sent out by the 
Massengale Agency, of Atlanta, Ga. 


The Bankers’ and Merchants’ Adver- 
tising Agency, New York, is sending 
out some small classified and mining 
copy. 

The Stanleyway Advertising Agency, 
New York, is placing some copy fc 
the a Chemical Company, of New 

ork, 


The A. W.. Erickson Advertising 
Agency, New York, is sending out ad- 
vertising for the Packard Motor Car 
Company. 

The Larue Advertising Company, 
Detroit, is sending out copy for the 
Satin Toilet Specialties Company, also 
of Detroit. 


A. Alexander, New York, the well 
known shoe’ house,’ will advertise 
through the Frank Presbrey Company, 
New York. 

Montague Pearsall, 
New York, is asking 
Jersey papers. 

N. W. Ayer & Son, 
are using five thousand lines in one 
year for the Stein-Bloch Company, 
Rochester, N. Y. 


The Victor Chemical Company, New 
York, is advertising its Ladies’ Toilet 
Specialties through the Stanleyway Ad- 
vertising Agency. 


203 Broadway, 
rates in New 


Philadelphia, 


Sherman & Bryan are placing the 
magazine advertising of the James 
McCracken Cloth Mills, a new mail- 
order concern. 


The Arnold-Dyer Advertising Agen- 
cy, Philadelphia, has charge of the ad- 
vertising of the Caro-Caro Company, 
also of Philadelphia, 


The H. B. Humphrey Company, of 
Boston, Mass., is sending out the first 
copy for the Common Sense Gum Com- 
pany, also of Boston, 
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White’s Class 


Advertising Company, 


Chicago, is putting out renewal con- 
tracts for the Bickmore Gaul Cure 
Company, of Oiutown, Me. 

The advertising of the W. N. Best 
American Calorific Company, is going 
out through the A. W. Erickson Ad- 
vertising Agency, New York, 

“Danderine” contracts for ten thou- 
sand lines in one year, are going out 
to papers generally through the Chas. 
Fuller Company, of Chicago. 


High-class magazines will be used by 


the Stanleyway Advertising Agency, of 
New York, for the advertising of 
Sutro Bros., bankers, New York. 


The advertising of the Equitable Life 
Insurance Company, New York, will be 
handled in the future by the Frank 
Presbrey Company, of New York. 

The Weiss Adjustable Fan Manufac- 
turers, New York, is doing some classi- 
fied advertising through the Stanley- 
way Advertising Agency, of New York. 


The advertising of the Philip Morris 
Cigarettes, which is beginning to ap- 
pear in a select list of mediums, is 
going out through the Presbrey Agency. 


JT. Walter Thompson, New York, is 
using one thousand seven hundred and 
five lines in three weeks in western 
papers for Peter Henderson, the seed 
man, 
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for rates are being sent 


Advertising Agen- 


Inquiries 
out by the Beardslee 
cy, of Boston, Mass. 


The Homer W. 
New York, has closed the following 
rew accounts: Chateau Lafite Wines, 
Ideal Sight Restorer and Stephenson 
Skirt Supporter. 

One 
time, in 
the 
School, 
Agency, 


Hedge Company, 


hundred and twenty lines, one 
Sunday papers are being used 
Commercial Correspondence 
Rochester, by the Van Cleve 
of New York. 
Green Mountain Distilling Com- 
pany of Kansas City, is using one hun- 
dred and _ fifty lines, two times, in 
weeklies, through ‘the Horn-Baker 
Agency, also of Kansas City. 


The 


The 


American Tobacco Company will 
use a large appropriation to advertise 
their sattle Ax Plug,’’ and Piedmont 
Cigarettes, through the Frank Pres- 
brey Company, of New York. 


N. W. Ayer & Son, Philadelphia, are 
sending out orders amounting to 5,000 
lines, to be used in conjunction with 
the educational advertising now run- 
ning in the Saturday Evening Post. 
Leven 


The Ben Advertising Agency, 


Philadelphia, will handle all the 1908 
advertising of the Penn Drug Com- 
pany, of Philadelphia. One thousand 
and two thousand inch contracts are 
now being sent out for ‘Am-Or-Ou,” 
one of their preparations. 





AN EIGHTY THOUSAND 
DOLLAR INQUIRY— 


that is, an inquiry involving an $80,000 transaction, was re- 
ceived by an advertiser who used one inch one tme in 


CASE AND 





COMMENT 





men who have money. 


CASE AND 


GEORGE S. KRANTZ, 
102 West 14th Street, - 





This publication is carefully read every month by 30,000 
They can be interested in big things 
by advertisers who have big propositions. 


ROCHESTER, N. Y 
OR 


COMMENT 


Eastern Representative 
NEW YORK CITY 
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MARCH MAGAZINES. 


An observer recently remarked 
that certain advertisers in street 
cars seem to be doubling up their 
space just now, at the very time 
all advertising is supposed to be 
suffering from the general business 
weakness. He noticed two pic- 
tures of Miss Carroll, whose hair 
was grown by Danderine, on op- 
posite sides of the car. He found 


ADVERTISING IN LEADING MONTHLY 
MAGAZINES FOR MARCH. 
(Exclusive of Publishers’ own advertising.) 

Pages Ag. Lines 

















IN cisvin in ents Sinn sasecee 162 36,288 
Country Life in America 

SOGIE Doe ceccsscccceeoess 190 32,692 
BVOSIDOEY’S 6c cccese cae 120 26,996 
MicClare’s 60000 cccccesese 115 25,823 
Review of Reviews........ 108 24,206 
Ladies’ Home Journal 

OS i wthind Vensun's 46,6 III 22,200 
Cosmopolitan.....+.+++++ 9° =. 20,174 
DEUREEG'S 6nccccccscoebsas 89 20,104 
Woman’s Home Com- 

SARC (COI) oie scsecc ee 9! 18,200 
Suburban Life (cols.)....... 106 18,151 
American Magazine....... 79 17,864 
Garden Magazine (cols.).. 119 17,144 
PHUNGRE. «5.0.5.00035 0000000500 75 16,977 
Harper’s Monthly. .. .. 73 16,520 
Business Man’s Magazine. 2 16,345 
ROT niin siewheeseases« 67 15,078 
Pacific Monthly sow Oe 15,008 
Success (cols.)........e008 86 14,824 
World’s Work............ 65 14,638 
Delineator (cols.).......... Io! 13,736 
Outing Magazine.......... 60 13,471 
PUT B eiectd bsesescas 59 13,335 
ee re 59 13,328 
Yachting oa ) rauienbeas 87 12,581 
Red Book . Siva dca 2 11,648 
Van Norden....  s.sss 52 11,648 
Ladies’ World (cols. ee 56 11,200 
WONG TOMIET. .cssc0sce00 49 11,144 
Modern Priseilia (cols.)... 61 10,489 
Pictorial Review (cols. ve 62 10,462 
Outdoor Life .. 46 10,360 
Home Magazine ‘Gols. ie 53 10,189 
Pearson’s...... 45 10,136 
Housekeeper (cols. ). 50 10,000 
Metropolitan............. 43 9,688 
McCall’s Magazine (cols.), 70 9,525 
Harper’s Bazar........+. - 38 8,659 
Out West (Feb.).......... 37 8,400 
Field and Stream.......... 36 8,246 
EE eT oe 36 8,078 
Designer (cols.)... «2... 58 7,957 
American Homes and Gar- 

GANG LOOUR.) a vscccccsetee 46 79773 
Theatre Magazine (cols. 45 7.574 
New Idea Woman’s Maga- 

zine (cols.).......- Coceee 58 7,558 
Human Life (cols.)........ 40 7,407 
House and Garden (cols.). 52 71364 
Current Literature........ 32 7,168 
ee rae 29 6,706 
House Beautiful (cols.).... 44 6,396 
Broadway oo’ aso 6,272 
The Circle (cols.). 34 5,933 
Etude (cols,) ........ bes, 5,673 
Lippincott’s ....... vercece 25 5,600 
Recreation (cols.)........+ 32 5,596 
Outer’s Book (Feb.)....... 24 5,516 
Overland Monthly (Feb).. 23 3,320 
Short Stories............- 23 5,264 














Pages Ag. Lines 









Atlantic Monthly ......... 23 §,138 
Health Magazine........ 22 5,040 
Dressmaking at Home 
reer errs 27 4,861 
Phe vewat s Magazine..... 21 4,851 
Popular Magazine... ‘co, 4,823 
Musician (cols,)....++.... 27 45474 
re 19 4,466 
BOGEMAN 6.0500 cvecces.. 16 4,280 
All-Story Magazine...... 18 4,032 
Smith’s Magazine........ a. 3,696 
DS OG 6sk08es sevens ve 16 3,584 
International Studio...... 13 39479 
Travel Magazine (cols.).... 23 3,445 
Benziger’s Magazine (cols.) 17 3,285 
American Boy (cols.).... 15 3,084 
| ee 13 3,080 
Business Philosopher..... 12 2,352 
BE Bein a ae once.cae's to 2,240 
ING 45. cankicsiviess sees 13 1,855 
Railroad Man’s Magazine. 7 1,722 
New England Magazine... 6 1,344 
People’s Magazine.. 6 1,344 
Scrap Book.... ..... ° 4 1,106 
Live Wire, ..... socewns 2 448 


ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR FEBRUARY. 
(Exclusive of Publishers’ own advertising.’ 

Week ending Feb. 9: 





Cols. Ag. Lines 
Saturday Evening Post... 45 7,650 
Independent (pages)...... 33 7,441 
ee a 5,400 
ey Digest 35 4,995 
CMO igasetecsec 35 4,914 
Outlook (Pages). .cecsacee 17 3,976 
GORI ic civss om. neces 24 3,955 
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Cols, Ag.Lines on the top of his derby. And 
} 5 0 A a 23 3563 other duplications were to be 
tines. 183,23 +~«Oted, which must convince one 
Christian Endeavor World 10 1,979 that certain advertisers are going 
Christian Herald......... 17 997 in heavier than ever, or else that 
hea Sunday Maga- 
ciibwerebkssesanees 9 1,741 space in certain cars is going 
Leslie's Weekly ee 5 1,170 begging. Street cars differ from 
Week ending Feb. 16: magazines and newspapers in 
omy , ae seses 43 aes possessing an inelastic advertising 
a sogg Section, that cannot be made to 
Christian Herald......... 23 4.032 conform to the demands made 
Independent (pages).. 17 3,808 upon it. yme newspapers 
Associated Sunday Maga- iT —— h s f he nies s 
1 ee 16 2,987 especially those of the weekly 
Outlook (pages) peeubaon ss 13 2,908 variety published in small towns, 
— unday Maga- “ aor regularly “lift” advertising from 
Via oe 2.82% one form to another in order to 
Christian Endeavor World 14 21749 fill up a hole, but the larger 
Scientific American...... 10 2,0 7 arc 2 y ine 
aas........ “ ror2 Newspapers and the magazines 
ee ee II 1,903 prefer to cut down the number 
fC. sseesreeeeseeeeserees 11 1,607 of pages when business falls off. 
— ending Feb. 23 : The street-car man is forced to 
SE i canny eeedbens %eox 145 22.750 eee we 2 ss 
Outlook (pages) .......... 62 13,888 leave a VERY noticeable — blank 
Saturday Evening Post.. 52 8,89x space or give some customer a 
eee Pagano seeeees -. 28 5.320 “free insertion” if he doesn't have 
Associated Sunday ‘Mage- ee #377 enough paid business to fill out 
MS ac. occosecee sso 20 3,741 his car. And it is likely that he 
Independent (pages)...... 16 3640 would choose the latter course if 
OO: osca scenes . 23 35227 fac face wi a Ae 
eee ou ee 8 2932 brought face to face with such a 
Leslie’s Weekly 14 2.929 dilemma, 
Christian Herald......... 16 2,759 SO. ‘ fs ¥ i 
jae Mates Welk so mi Magazine advertising appears 
Illustrated Sunday Maga- to be suffering more than any 
Pn a oe ee eeeeeees ; 1,623 other branch of the business, and 
ee ee *281 probably it is, but one reason for 
Wehenting Hare «: the very general belief that this 
Scientific American...... 34 6,836 - ery Bercte ae . 4 
Saturday Evening Post... 34 5,908 is the case is found in the fact 
Literary Digest...... -- 38 5491 that magazine advertising is 
Collier’s....0. 28 5,404 2 f lay t t the 
independent taaee).....- <4 378, easier for a layman to count than 
Churchman,........<+<+0 22 36,8 other forms. He picks up a fav- 
Outlook (pages)... ....+5 14 3,192 orite magazine and is immediately 
Leslie’s Weekly.......... 15 3,071 * | lack of iat 
Christian Herald... a 2's317 impressed with its lack of weight 
Christian Endeavor World 13 2.499 and bulk. But he has no means 
ee ‘i aayq Of measuring the quantity of 
Vogue sveee coeeseesseess 3 2o31 Street-car advertising as com- 
oo eesee ADier ney eel 1,92 pared with a corresponding peri- 
wired Sunday Mars |g) oda year ago, and he fails to 
Totals for February : notice that a couple of pages have 
WME Succes. cascsncs cobs 31,190 been subtracted from his daily 
Saturday Evening Post.. 28,513 paper. 
SPIO SGsvcsssesdnsccue 24,024 AT 4 ¢ 
SES, 500008040 secen%e 21,229 None of the magazines that 
Literary Digest.......... 20,984  Yregularly carry the most adver- 
— seteeeeeeee oe tising shows a gain for March 
daa tite Man 53° over the same month of last year. 
ue Po aptikw whaceosacs 120433 Munsey shows a decline of forty- 
5. css uissbassuavns 11,673 . ‘ 
Christian Herald. ..... 11,215 five per cent, Cosmopolitan forty, 
Christian Endeavor World gstt American Magazine thirty-four, 
Leslie’s Weekly.......... 9082 Review of Reviews thirty-two 
> ’ 
ae ey ne 7,956 “McClure twenty-seven, Delinea- 
tor twenty-six, Ladies’ Home 
the genial lad of Campbell's Journal twenty-four, World’s 


Soups looking at him 


from across Work twenty-one, and Woman’s 
the aisle, and also beaming down Home Companion nine per cent. 











PRINTERS’ INK. 


The gain of forty-one pages by 
Putnam's is largely due to the 
consolidation with the Reader, 
and Suburban Life’s eight addi- 
tional pages are occasioned by a 
double number, Other magazines 
that show gains are Modern 
Priscilla, Outdoor Life, Human 
Life and Van Norden’s. In the 
case of these, too, very likely 
there is a reason, to use a phrase 
.hat is very much overworked at 
the present time. However this 
may be, the ultimate outcome is 
not problematical. The skies will 
clear presently, advertisers will 
find themselves, and the magazines 
that pay best will be those which 
are most quickly affected by new 
contracts. The year 1907 was a 
boom year, in magazine advertis- 
ing as in almost everything else, 
and it would not have been re- 
markable, after all, if business 
had slackened this year, without 
the contributing cause of uncer- 
tain industrial conditions. 


MAGAZINE NOTES. 

William H. Beers, advertising mana- 
ger of the Circle since its inception, 
will take charge of the San Francisco 
office of the Pacific Monthly on March 
15th. 


Beginning with the April number 
Appleton’s Magazine will open a de- 
partment in the advertising section on 
the “Care and Feeding of Children,” 
consisting of questions and answers on 
the subiect prepared by Dr. L. E. 
Holt. The text will run on the left- 
hand pages, leaving advertising positions 
alongside and ‘opposite. In the same 
number another department upon “Fur. 
nishing the Home” will begin, also in 

- the advertising section. 


A booklet entitled “Every Fifteenth 
Woman,” just published by the textile 
department of the Curtis fiiblishing 
Company aims to give an adequate idea 
of the meaning of the circulation of 
1,150,000 copies. These are the circu- 
lation figures of the Ladies’ Home 
Journal. They indicate that every 
fifteenth woman in the United States 
buys the magazine, and that probably 
every seventh woman reads it. The 
cost of sending a postal card to every 
purchaser of the Ladies’ Home Jour- 
nal, including the cost of addressing 
and printing, would be $13,250 but a 
page advertisement could be bought for 


$4,000. If an edition of the Journal 
were piled up it would reach four 
miles into the sky. The paper con- 


sumed in one issue would make a strip 
thirty-three inches wide and 4,386 miles 
long. The booklet will interest, in its 
entirety, every advertiser of the coun- 
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try, and may be profitably read by any- 
one wanting to know something of one 
of the greatest publishing enterprises 
of the country. 


_—_~+ - > __- -———. 
GOOD ADAPTATION. 
KNoxviLte, Tcnn., Feb. 19, 1908. 
Editor of Printers’ INK: 
In your issue of Feb. 5th you men- 


tion in the article headed: “A few 
weeks with John Bull” some of the 
schemes the London newspapers are 


working at this time. Taking up their 
idea of gathering together all business 
firms who have been in business for 
a certain number of years, we worked 
two pages of advertising for the Sen- 
tinel. It was really the easiest lot of 
business we have gotten in years, and 
paid us handsomely for the time put in 
on it. We elaborated upon the plan of 
our English brothers by offering prizes 
aggregating $35 to the contestants as- 
certaining the exact number of years 
each firm has been in business, and 
finding out from them, their specialty. 
The advertisers recognized the value of 
the large number of contestants calling 
upon them for the information neces- 
sary, and as a result they responded 
to the persuasion of our advertising 
man very quickly. 

During January, to turn the month, 
which is naturally a dull one, into a 
busy period, we offered prizes to the 
amount of about $50 for the best 
“Jingle” or vcrse written for each one 
of twenty-four advertisers, which we 
carried on two pages at two different 
times during the month. Each con- 
testant was required to submit the 
jingles, to the advertiser direct. Some 
of them received hundreds of jingles, 
and were delighted with the result, 
because each one was written in a 
manner to advertise the business. 
Some of the advertisers, through en- 
thusiasm, bought full pages from us 
to reproduce the best of the many 
jingles submitted during the contest. 

We are now running ‘‘Limericks,” 
giving $10 each week in prizes, as a 
news feature. After our public is ed- 
ucated in ‘“‘Limericking,’”’ we expect to 
work this in on an advertising scheme 
as we did the jingles. 

Very truly yours, 
THe Kwnoxvitte SENTINEL Co., 
C. B. Johnson, Business Mgr. 





A TRAVELING ADVERTISEMENT. 

A _car in an elevated railway train 
in Chicago contains advertising cards 
which travel slowly from one end of 
the car to the other on an endless belt. 
The motion of the advertisement at- 
tracts attention, the renting space is 
double that of the stationary kind, and 
the passenger gets a view of the entire 
set.—Success Magazine, 


———_ +> __— 
is bliss—except to the 


doesn’t advertise.—‘‘Poor 
in Saturday Evening Post, 


IGNORANCE 
man who 
Richard,” 
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Your Next Move For More 
Business Should Be Toward 
the Farmer—Not For 
Direct Sales Necessarily. 


Send the Farmer to the 
Dealer For Your Goods. 


Ninety-six Per Cent Of All 
the Farmer’s Purchases Are 
MadeThroughLocal Dealers, 


Interest the Dealer Through 
the Farmer. It's the Most 
Effective Way. 
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USE 


FARM PAPERS OF KNOWN VALUE 
SUCH AS 


THE OHIO FARMER 
THE MICHIGAN FARMER 
HOARD’S DAIRYMAN 
WALLACES’ FARMER 
WISCONSIN AGRICULTURIST 
THE FARMER, St. Paul 
HOME & FARM, Louisville 
DAKOTA FARMER, Aberdeen 


585,000 Subscribers—conservatively: speak- 
ing over 3,500,000 readers. 


A Very Effective Selling Power 
and the Cost Is Reasonable. May 
We Talk It Over? 


GEORGE W, HERBERT, WALLACE C, RICHARDSON, 
Western Representative, Eastern Representative, 
1736 First National Bank Bidg., 725 Temple Court, 
Chicago, Ill. New. York City. 
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What Mr. Van Camp Did 


Mr. Frank Van Camp, manufacturer of Van Camp’s Pork and Beans, tells 
an a story in his advertising. 

Mr. Van Camp says: ““The Van Camp Packing Co. pays $2.10 a bushel 
for seadintbal Michigan beans—choicest of the crop—when they might buy 
beans (the common kind sold in grocery stores) as low as 30 cents a bushel.’’ 

He says: ‘They pay $3.45 a barrel for ‘vine-ripened’ tomatoes when they 
might buy tomato juice as low as 75 cents a barrel.” 

Mr. Van Camp says: “The reason they buy choicest beans and finest 
flavored tomatoes—is because they wish ‘Van Camp Pork and Beans with 
Tomato Sauce’ to be better than any other ‘very best’.’’ 

Mr. Van Camp also says: “These choice beans—and ‘vine-ripened® 
tomatoes—are baked together for 90 minutes in a steady heaf of 245 degrees, 
because this is the only way to bake beans to make them tender, mellow and 
digestible; and it is also the only way to blend them with tomato sauce so 
the flavor will be richly delicious and tempting to your palate.” 

Then Mr. Van Camp says that: ‘Housewives cannot ‘bake beans this 
way, because they cannot secure the same quality of beans and tomatoes, nor 
can they keep their ovens at a steady temperature of 245 degrees for 90 
minutes at a stretch.” 


But—to convince housewives of this—and to prove to bean-eaters that Van 
Camp Pork and Beans are, as Mr. Van Camp says, ‘‘the only easily digested 
and healthful baked beans,’’ it is necessary that the story shall be told where. 
it will be read by the people interested. 

And—this is how Mr. Van Camp reasons it out:— 


MR. C. C. VERNAM, Gen. Mgr., Ainslee’s Magazine, 
New York City. 


Dear Sir:-—I have investigated your claims for Ainslee’s Magazine. 

And I find that you are correct in saying that it 1s bought and read by the 

very same people who buy and read general magazines. 

a find that the circulation of “The Popular Trio” of magazincs —of which 
Ainslee’s is one—to be 730,000 copies per mont 

At your rate of $540.00 per page, the rate, per page per thousand of circula- 
tion, figures 74 cents—which 1s considerably lower than that of general magazines. 

Therefore—as advertising in your magazines reaches the very same citizen— 


the very same mind—and the very same pocket-book reached by general maga- 

zines—and a larger number at a lower rate—I have instructed my ’ Advertising 

ae nd Von with you an order for twelve pages of advertising in “The 
‘opular Trio. 
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Why He Did It 


ate investigating the pt, etna of “The Popular Trio’ Mr. Van Camp 
found that an advertisement of a pondence School in Ainslee’s, Popular and 
Smith’s Magazines had brought more inquiries—secured more pupils—and made 
more money for the school—than their-advertising in any other three magazines. 

Mr. Van Camp also found that on the list of a Jewelry Concern advertising 
in nearly 50 magazines, Ainslee’s ranked “‘third,"’ Popular ‘‘fifth’’ and Smith's 

—— *“proft producers.” 3 
He found that a Diamond Importer, advertising in 37 different magazines 
including ‘The Popular Trio,” had found Popular Magazine * ‘the leader’’ of his 
list, while Ainslee’s stood “‘seyenth’’ and Smith’s “‘twelfth.”” 

A maker of Loose Leaf Devices secured inquiries at 17 cents as a tesult 
of advertising in Popular Magazine, and the sales results were more than 
enough to pay for the advertising many times over. 

Safety Razor maker—from a hall-page advertisement in Ainslee’s— 
secured more inquiries, made. more sales and realized more proht than from any 
other advertisement in any other magazine. 

And these are but five, of many such instances Mr. Van Camp learned. 

Facts convinced him of the diversified character of Ainslee’s readers and 
the readers of “The Popular Trio’’—the circulation of which is as follows:— 


Ainslee’s . . 250,000 copies per month 
- « 330,000 copies per month 

Smith’s - « 150,000 copies per month 
Total . 730,000 copies per month 


The combined advertising | ore of these magazines is $540.00 per page—or 
74 cents per page per t 

As the cost of advettising prey per page per thousand of circulation in 
other magazines runs from fifteen to one hundred per cent higher than this, you 
can easily see how edvertising in Ainslee’s or ‘“The Popular Trio” reaches the 
greatest number of buyers at the least comparative cost. 

Are such facts as these interesting to you as an advertiser? 

Is not NOW the time to set aside preferences and to be governed solely by 
values, costs and knowledge of results? 

We believe that NOW is the tume ol all times to advertise. We prove our 
belief by advertising advertising—to you. Shall we send Lh more ititeresting 
facts about advertising in our magazines ‘The Popular’ Trio"? 


Werner, 


General Manager 
7th Ave. and 15th St., New York City 
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EGINNING 
B Thursday, Febru- 
ary 6th, we in- 
creased the facili- 











ties of our Art Depart-. 


ment by the addition of a 
night staff. This night 
staff is adequate in num- 
bers, experience and ver- 
satility, to maintain the 
standard of quality asso- 


factory service, and to se- 
cure whatever he may 
need for inspection in the 
morning, or for shipment 
out of town that same 
night. 

It should be stated that 
the establishment of this 
night staff is not an ex- 
periment, but is made 
necessary by the con- 


ciated with stantly in- 
the name of creasing 
The Eth- pressure 
ridge Com- upon the 
pany in the resources of 
minds of our Art 
the adver- Depart- 
tising pub- ment. 
lic. Atatime 
The ad- when _busi- 
vertiser, or ness in gen- 
the adver- eral is not 
tising agent in a partic- 
who finds ularly flour- 
himself at ishing con- 
the close of dition a de- 
business, or mand of 
during the this nature 
evening, to be in imme- and extent constitutes 


diate and urgent need of 
a finished drawing or a 
series of rough sketches, 
will now have a place to 
turn for prompt and satis- 


an impressive and sig- 
nificant tribute to the 
character of our work 
and the results which it 
produces. 








THE ETHRIDGE COMPANY 


41 UNION SQUARE, NEW YORK 








Ni 
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ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ry * will Receive Free of Charge 


Sent to Mr. Ethridge 





Criticism of 





If Mr. Berger’s tin advertise- 
ment, reproduced herewith, con- 
tained less tin and more adver- 
tising, it would present a better 
appearance and produce more 
satisfactory results, 

A large quantity of tin is no 
more convincing than a little 








NO. 1} 





would be, and there is so much 
of that useful metal in this little 
piece of copy that the advertiser 
had difficulty in arrving at a 
method by which even his name 
and address could be introduced. 














L.DBERGER 
59 N. 2ND. ST. 


PHILADELPHIA. PA 
NO. 2 








In the advertisement marked 
No. 2, we have more clearness 


and legibility and a _ mortised 
space for text—in case Mr. Ber- 
ger should have anything to say 
about his tin, his methods, or his 
facilities, which would be of in- 
terest to those who are in the 
market for tin. 
* * * 


There is nothing ingenious, ar- 
tistic or attractive about a ragged 
hole torn in a piece of tarred 
paper—particularly when the hole 
is mussed up by a rather inferior 
degree of penmanship, apparent- 
ly executed with the end of the 
penholder instead of the point of 
the pen. 

Such advertising as this Filson 
Club Coffee effort is far from 











in 


praiseworthy, 
the abstract, but it is especially 
deplorable when used to adver- 


considering it 


tise a coffee. Things which we 
eat and drink should be adver- 
tised with good taste and the 
highest degree of cleanliness, 

* * * 


Perhaps no useful lesson may 
be gained from a study of this 
remarkable advertisement, but it 
would be a pity to permit it to 
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escape. A man who can so strik- ment, but the cold moon of ad- 
ingly and forcefully advertise versity is certainly rising over 
oysters, a copying press, a lum- the picture, and it is having’a hard 
ber wagon, a_ stove, harness, time of it in its endeavor to 
pierce the mists of gloom and 
woe which hang over the land- 


OYSTERS £ =: 


_ The picture ought to fit the 
35e a quart headline, a ‘ , 


Here is a little piece of copy 
which advertises five-acre farm 
plots, and the picture presumably 
represents one of the plots. Its 








these things. Cultivate 
the halnt of cheerfulness 


HEADS UP!— Handicap 
It’s not that ' wish to gay anyth wrong, 
Oh ; no! not for the world met 


no, 
But you can't helpnoticing such 
That a selfish ae sch een things sly? 


—<—_————= 


Five Naw 


How, Charming! 
FOR SALK—Letter « opying Pros oni, Lamber w 
Single Wark harrena, and music By the whgteasle free 


wr rane W. P. OAKMAN, Brofoway 


© Do ALIGKINDS OF JOP PRINTING) 








music and job printing in one 
medium-sized mewspaper ad, is 


certainly a genius, and he finds 
room to prove that he is a poct Where Chicken and 
Pigeon Raising Pays 


as well. 
The picture of the sick rooster 
! ‘ arden spot for Itry t 
New Lal Within Files ae the tameus 


is particularly appropriate, for the aisyenr recy. Within 17 miles of the famous 


reason that it has nothing to do City, and conventent to the Philadelphia 
"= ° ° ‘ "New York markets, we are sell 
with anything in the advertise-. FIVE ACRE FARM PLOTS for #1 
ment. . . S5DOWN $5 MONTHLY 
a The soil is ideal for poultry, fruits, ber- 
“The warm sun of prosperity” Betng md in thoes itis ucresers are now 


on land adjoinin 
Early ig broilers rey: abe 








ir 
easter and better i 
fur bandsomel 
map. Now is 


DANIEL FRAZIER COMPANY 
635 Bailey Bidg., Philadelphia, Pa. 








The Wann Sun of Prosperity 
is Rising Over the Sou 








€ Why don't YOU go down into this great farming, fruit appearance would indicate that it 
growing end truckraning country ahd live in your storms all the time in the section 
own home, on your own land, produce most of your 
own food and invest your savings in more land? where this piece of scenery is lo- 
Mier pen nn kaldageneguarweey cated and that the general atmos- 
dal cd Greases Os audio maplly sal aici phere and conditions are those of 
sat ht Mam, Kaman, Oona Aran gloom, fog, mud and desolation. 
ot New Mesico—sey whic jate mont interests you, and lei me erad you 
seul hale pcates ben: Wres ict ead ns wo ol sages If this is what the advertiser in- 
tow rates twice each month. See the country lor yoursell. 
EX co nsiend aastheok tended to convey, he has succeed- 
You owe it to yoursell to write me NOW. ed 
JOHN SEBASTIAN, ‘i a iin _ 
Tralfic Manager Rock stand FreceC. @ Et Line - = ¢ - 
Advan Des 1170, Coucncd = BY. OU BENEATH THE SURFACE. 





A good appearance is valuable to 


may be “rising over the South- both a salesman and an advertisement. 
” : 4 i he headli But it is what they say that makes 
west,” as stated in the headlin€ them yaluable to the business they 


of this Rock Island advertise- rcpresent—<dAdvertising Wisdom. 
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Keep Tab 


How long does the ordinary 
two-piece tip on your guide cards 
last? Doesn't it always give out 
atthe top? ‘These one-piece 


Celluloid Tipped 
. Guide Cards 


protect the top of the tab where 
the wear comes and more than 
double the usefulness of the card. 
Never crack or curl—in all colors, 
printed or plain. 

Ask your dealer for the one- 
piece tip or write direct for sam- 
ples to 


STANDARD INDEX CARD C0. 
701-709 Arch St. _— Philadelphia, Pa. 

















Success Magazine 
A Periodical of American Life 
New York 

To Advertisers: 

At this time especially you will want 
to be certain that your money is buying 
exactly what you expect of it in quantity 
as well as quality of circulation. 

As to quality: the biggest part of 
“Success Magazine’s” circulation is vis- 
ible by your inspection of our subscrip- 
tion list; it is easy to prove the quality 
of the homes covered by this magazine. 

As to quantity: the regular monthly 
edition of “Success Magazine” for the 
past four years has never been less than 
300,000 copies, and our rate of $2.00 
per line is based on this circulation, 

We guarantee you as to quantity 
and quality, and this guarantee should 
mean much to you in these times of 
business conservatism. 


Fin. (Coerox 


Advertising Director 





LE DERNIER CRI. 


“John,” said the woman with nine cha- 
peaux, 
**T got another new hat to-day.” 
** My dear!” expostulated her husband, 
“That is the last straw.” 
‘*T know it,” she said ; ‘‘ just from Paris.’ 
Quota:ion from Lirg. 


All men, particularly husbands, 
realize that the advent of Easter 
means a loosening of purse strings. 

There is a difference, however, 
between the readers of I.1FE and 
other people. Anyone who comes 
to a full appreciation of what LIFE 
really is realizes that here is a cli- 
entele who not only have the 
money but are accustomed to 
spend it, not only at Easter time 
but throughout the year, They 
know from experience the satis- 
faction which comes from ex- 
changing their money for the good 
things of life. 

It would be difficult, if not im- 
possble, to find elsewhere a more 
desirable class of customers than 
LiFe offers the high-grade adver- 
tiser. These people cannot be 
reached so effectively through any 
other medium. 

Lire’s EAsreR NUMBER with 
cover in three colors by LOWELL 
will be dated April 2d.. Although 
this will be a larger number than 
usual no advertisement will escape 
attention, since nearly every page 
will contain reading or illustration, 
Forms close March 19th. 

LiFr’s rate is 60 cents per agate 
line on magazine copy, and $62.50 
per LIFE quarter page, 4 inches 
wide by 5 inches deep. The only 
discount is 5 per cent for cash. 


Jost1AH JuDSON HAZEN, 
Advertising Manager, 
17 West 31st St., 
New York City. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class, 





COLORADO. 
W ANT advertisers get best r-sults in Colorado 
Springs Evening Telegraph. 1c. a word, 
CONNECTICUT. 
V ERIDEN, Conn.. MORNING K&CORD; old es- 
4 lished tamily newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitiea rate, cent a word: 7 times,6 centsa 
word. Agents Wanted, hall acenta word. 


DISTRICT OF COLUMBIA, 
fate nig and SUNDAY STAR. Washington, 
D.C. ©). carries DOUBLE the number of 
Want ADs of any other paper. Rate lc. a word, 
ILLINOIS. 
igs & DAILY NEWS is Chicago’s “Want ad” 
actory. 
(= TRIBUNE publi lassified ad- 
vertising than any other Chicaxo newspaper. 











INDIANA. 


The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 
aan Daily. 

The advertisiny medium par excellence of 
the Calumet Region. lead by all the pros- 
perous vusiness men and well-paid mechan- 
les in what been accepted as the 

**Logical Industrial Center of America.” 

Guarantecd circulation over 10,000 daily. 














HE INDIANAPOLIS NEWS, the best medium 
in the Middle West for mai:-order classified 
advertising, carries more of it than ail the other 
Indianapo! is papers combined, its total in 1907 
veing 289,807 ads (an average of 919 a day)—23.331 
more than all the other local papers bid. The 
News’ classified rate is one cent a word, and its 
daily paid circulation over 75,000. 


STAR LEADS IN INDIANA. 


During last year the L1DIANAPOLIS STAR carried 
626.26 mere columns of paid classified advertis- 
ing than carried by its nearest competitor curing 
the same period. The STAR gained 1749.89 columns 
over 1906. During the past two years the STAR’s 
cirenlation has exceeced that of any other 
Indiana newspaper. Kate, six cents per line. 





1OWaA. 
4 tr a Moines REGISTER AND LEADER; ealy 
rnivg paper; carries more ‘want’ 


vertising tban any other lowa newspaper. One 
cent a word, m’thiy rate $1.25 nonp. line, dy.& Sy, 
MAINE. 
‘—. HE Evenine Express carries more Want ads 
than all other Portinnd dailies combined. 


MARYLAND. 
f§°HE Baltimore News carries more Want Ads 
than any other Baltimore caily. It is the 
recoxnized Want Ad medium dium of Baltimore. 


MASS \CHUSETSB. 


He te We ve We We 


TT" BUSTON GLOBE, daily and por a 
ear 1907, printed a foral of 446.7 
‘want? was. There was a gain of 1,979 ov nod Se 
—_ 1906, and was 230,163 more than uny other 
fecien paper carried for the year 1907. 


Fee We yk oe tr 


'I\HE Boston EVENING TRANSCRIPT is the great 

resort guide for New Knglanders. ‘they 

pon meh to find all good places listed in its adver- 
tising columns, 





MINNESUTA. 


The Minneapolis JOURNAL, Daily 
and Sunday, carries more clas 
sitied advertising en any other 


Minneapolis mole belie No free 
Wants and no C irvoyant nor 
objectionable medical advertise- 
ments printed. Clussified Wants 
printed in Feb., 134,:04 lines. In- 
dividual advertirements, 19,476. 

Eight cents per 


sertion, if chai 

for less than 24 cents. If cash ac- 
© ©] companies order the rate is ic. a 

word. No ad taken iess than 2v0c. 





T* MINNEAPOLIS saeee is the ‘eee 
Want ad medi 


CIRO’LAT’N T= Manwnaratas Sumene is 
the oldest Minneapolis daily 

and has over 100,000 subscribers. 

It publixhes over 80 column: of 





GUA Want.advertisementsevery week 
AN at fuli price (average of two 
TEED pages a day); no free ads: price 


rovers both morning and even- 
g issues. Rate. 10 cents per 


by Am. News. 
paper iitery ne. Daily or Sunday. 





T. PAUL DISPATCH, St. Paul, Minn., covers 
its field. Average for 1907, 68,671. 





MISSOUKIL. 
HE Joplin Grobe carries more Want ads 
than all other papers in Southwest Missourt 
combined, because it gives results. One centa 
word, Mivimum, lic. 


MONTANA, 
',HE Anaconda STANDARD is Montana’s great 
“Want-Aa” medium; ic. a word. Average 
circulation daily for 1907. “ 084; Sunday, 15,C¥0. 


NEW JERSEY. 
ERSEY CITY EveninG JouRNAL leads allother 
udson County newspapers in the number 
4 classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


N EWARK, N. J, FRKIE ZEITUNG (Daily «nd 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month, 


NEW York. 
LBANY EVENING JOURNAL, Vastern N. Y.’s 
best paper for Wants and classifies ads. 


I UFFALO EVENING NEWS with over 95,000 ¢1r- 

culation, is the only Want Medium in Burt: abe 
and the strongest Want Medium in the State, 
outside of New York City. 





A*™= 8, Ropes Vernon’s only daily. Greatest 
in W r County. 


| ge ed INK, publicsnea weekly. The rec 
ognized and jeaging \\ antag medium for 
want ad meuiums. mail order articles, advertis 
ing novelties, printing. typewritten circmiars, 
rubber stamps, Grtice devices. adwriting, bulf 
tone making, and practivaliy anything whicn 
interests and appeais to advertisers and rusi- 
ness men, Classified savertisements. 20 cents 
a line per issue flat, six worus co a line, 








One, 
| a list of 100 recognized classified advert sing 
mediums. only two produced resulis ; t 
lower ec: st than the CINC’NNATL ENQUIRER. 
word to the wise is sufficient. 








<] 





¢ 
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y OUNGSTUOWN VinvicaToR—Leading “Want” 
medium, le. per wora. - Largest cire ulation. 
OKLAHOMA, 

(EH OKLAHOMAN Otla. City, 21.890. Publishes 
more Wants then any 7 7 Ukila. ccmpetitors, 

PENNSIVLVANIA, 


7 Chester, Pa.. TIMES carries from two to 
tive times more ciassifiead ads than any 
Greatest circulation, 


RHODE ISLAND, 
PROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 


SOUTH CAROLINA, 
re Columbia STATE (QO) carries 
4 more Want ads than any other 


South Carolina newspaper. 








votner paper. 
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UTAH. 
~ ALT LAKE TRIBUNE—Get resulte—Want-Ad 
medium tor Utah, \daho and Nevada. 


OANADA. 

phe DAILY TEL“GRAPH, St. Jobn, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
kastesn Canada. Want ads one cent a word, 

Minunoam charge % cents. 
A PRESSE, Montreal. Largest daily circul: - 
4 tion in Canada witnout exceouon, ‘Deily 
100.087. Satardays 117,000—sworn to.) Carries more 

want ads than any newspaper in Montreal. 








“pss Montr¢el DaILy STAR curries more Want 

advertisements than aJi other Moncrea) 
dailies combi The FamILy HgkaLp aNv 
WEEKLY STAR Carries more Want advertisements 
than any other weekly paper in Canada. 





©O) GOLD MARK PAPERS@O) 





Outoft a grand total of 22,898 pubiications listed in the 1907 issue of Rowell’s American Newspr - 
per Directory, one hundred and twenty are distinguished from aM (the others by the so-called go.d 


marksi@©). 





LABAMA. 
THE MOBILE REGISTER (@©©). Established 
1821. Richest section in the prosperous South, 





Everybody in Washington SUBSCRIBES to 
THE KV NING ANDSUNDAY STAK. Average, 
1907, 35,486 (©@). 


FLORIDA, 
JACKSONVILLE TIMKS-UNION (© ©) 
eminently the quality medium of the State. 


ILLINOIS, 
BAKERS’ HE?.PER (© ©), Chicago, ouly “Gold 
Mark” journal for basers. Oldest, beat known. 


THE INLAND PRINTER, | ese ©). Act- 


ualaverage circulation for 1908, 1 
TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNK ais bring 
satisfactory results. 
KENTUCKY. 
LOUISVILLE COURIERJOURNAL 
Best paper in city; read by best people. 


Pre- 


(0). 


MAINE, 
LEWISTON i: VENING Pt daily, aver- 
for 1907, 7.784; weekly, 17,545 (QO ©); 7.44% 
increase daily over last year. 


MASSACHUSETTS. 

Boaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 

es of America (QO ©). 

BOSTON EVENING TRANSCRIPT (@©). estab- 
lished 1830. The only gold mark dai.v in Boston, 

TEXTILE WORLD kKCORD (©©), Boston. The 
medium through which to reach textile mills 
teing 1,885,000 horse power. 

WORCESTER L'OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA 
THE MINNEAPOLIS JOURNAL(©©). largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classified advertising and more total 
advoruaing than avy paper inthe Northwest. 
PIONEER PRESS (@60), St. Paul, Minn. Most 


reliable paper in the Northwest, 
Vouk. 


NEW 
BUFFALO COMMERCIAL (@@). Desirable 
because it always produces satisf:.ctory rvsuits, 








ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation. influence and prestige. 


BROOKLYN BASSE ee) 0 THE advertising 
medium of Brovkly 


CENTURY canadiaiie ©). There area few 
people in every community who know more 
than all the others. These people rend tne 
bpp MAGAZINE. 


Y GOODS ECONOMIST (@©), the recog- 
sie authority of the Dry Goods and Depatt- 
ment Store trade, 


ELECTRICAS. REVIEW (© (© ©) covers the fleid. 
Read und studied ty thousands. Oldest, ablest 
electrica: weekly. Reaches the buyers. 


ELECTRICAL WOKLD (@@). Kstablished 1874. 
The great eset pert weekly. Cir. audited, 
verified ang certified by tae Aasomapion of Amer- 
ican Advertisers, Av. weekly cir. Caring te a 
was 18.20% MoukAW PUBLISHING COME ‘AN 


ENGINEERING NEWS © (©). The slike 
engineering paper of the world; estaplished 1874. 
hence the man who pays or has the authority 

tospecify. 16,000 week 


THE plored = RECORD (© ©). The 
most progressive civil Sree journal in 
the world. Circulation av erages Over 14,000 per 
week. MOWRAW PUBLISHING C« MPANY. 


* HARDWARK DEALERS’ ayy wm 
In 1907, average issue, 21,500 ) 
renee copy mailed u 

T. MALL , Pub., 28 Hroa way, N. Y. 


“i, To iK a -D) (OO). Whoever men- 
ons America’s leading new rs mepticns 
the New York HERALD fi i rst. _— 


NEW Tous Teas ¢ 
1,000,000 a © ©). 


NEW wen . UTE we. daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing powertoa hign- 
grade advertiser 

SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the worid. 

STREKT RAILWAY JOURNAL (© ©). The 
foremost authority on city and interurban rail- 
roading. _ Average circulation for 1907 &,216 
weekly. McGRAW PUBLISHING COMPANY” 

VOGUE (©0) carried more advertising in 19(5, 
1906, 1907, than any other magazine of gen. cir. 

THE POST EXPRESS (©). Rochester, N.Y, 
Best advertising medium in this eection, 








uest, 


Actual sales over 
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VQGGUE 


Carried more Advertising than any other [Magazine 





of general circulation, weekly or monthly, published in America 
IN 
—1906—__—— 


1905 1907 


Following are the summaries compiled 
by Printers’ /nk for the year 1907 


Agate lines Agate lines 


VOGUE . 515,427 Sat. Ev’ng Post 457,661 
Collier’s. 484,664 Outlook. . . 417,389 
Other magazines less than 400,000 lines 
Vogue 30,763 agate lines ahead of its nearest competitor 


REASONS: 
Low advertising rate Quality of circulation 
Better resu/ts than any other medium for amount of money invested 





New York Office—13-15 East 24th St 





Chicago Cffice—1603 Marqu tte Bidg. 








OHIO. 

CINCINNATI EXQUIRER (@©). In 1907 the lo- 
cal advertising was 33 (-3¢ more than in 1906, The 
local advertixer knows where to spend his 
money. The oniy Gold Mark peper in Cincinnati. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Grent 
Home Newspaper. [¢ is on t.1e Koll of Honor and 
has the (suarantee Star and the Gold Marks—the 
fo most desirable distinctions for any news- 

arer Sworn circulation of The iaily Press, 
for 1907, 102,993; The Sune hdny | Press, 124.006. 


THE PITTSBURG 
© DISPATCH oe 


The newsp-per that judicious advertisers 
always select first to cover the rich. pro- 
cuctive. Pittsburg fleid. Best twocent 
morning paper assuring a prestige most 
protitable to advertisers aargest bome 
delivered circulation 1n Greater Pittsturg 

















RHODE ISLAND. 
PROVIDENCE JuCRNAL (@6), a conservative 
enterprising newspaper withouta single rival, 


SOUTH CAROLINA. 

JHE STATE (©O), Columbia, 8. C. Highest 

quality, large-t circulation in South Carolina, 
VIRGINIA. 

THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk. Va. That speaks volumes. 
WASHINGTON. 

THE POST INTELLIGENCER ‘oe. Seattle's 
most progressive paper. Oldest in State ; en 
reliable, influential. Al! home circulation 

Wisconsin, 

THK MILWAUKEE EVENING WISCONSIN 

(@©), the only gold mark daily in Wisconsin, 











CANADA. 
THK HALIFAX HERALD (OO) and the EVEN- 
ING MAIL. Cireujation 15.558, flat rate 


THE GLOBE (© ©). Toronto, is to-day, as it has 
been for 64 years, the recognized leader in CU .na- 
Gian journalism, 


oo 
Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a paye (209 lines) 
Sor each imsertion, $10.40 a line per year. Fire 
per cent discount muy be deducted if payment 
accompanies copy and order sor insertion 
and ten per cent on yearly contract raid 
wholiy in advance, Ifa specijied position is 
demanded foran advertisement, andgranted, 
double price will be charged. 


WANTS, 


At wanted to sell ad novelties;25¢ com, 
3 samples, 10c. J.C. KENYON, Owego, N.Y. 


I WISH to buy a suburban or country news 
paper. Address “D. B.,” careof Frinters’ nk 


LLUSTRATED FARM SERVICE for dailies. 
Page mats or any way tosuirtr. ASSOCIATED 
FAKM PRESS, 1.2 Dearborn st., Chicago. 


\ 711L BUY OR LEASE in town of 10 to 
30,000. Lense with buying option. Wri.e 
particulars. “J. Y.,” 


EPARTMENT Store Ad-Writer wants poxi- 
tion certs iilustrations. Absolutely re- 
liable. H. \. GKOk SBECK, Seneca Falls, N. Y. 


W ANTED—An energeti c and experienced ad- 
vertising solicitor and copy writer; $) 
TK IBUNK, 


care Printers’ Ink. 


r week to right man as starter. 
alveston, Texrs. 


b dae 4 MAN, experier ced solicitor. wants to 


represeut good publication in Bait.more 
and vicinity. RANK M, WALTON, 663 Calvert 
Bidg., Baltimore, 
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4 ha circulation of the New York World, 
morning edition, exceeds that of uny other 
morning newspaper in America by taore than 
100,000 copies per day. 


N ADVERTING MANAGER, employed by a 
large establishment, wants to write copy 
a. for a limited number of advertisers. 

rv dress * APPLETON,” care Printers Ink. 


66 DVERTISELS’ MAGAZINE” should be 

read by every advertiser and Mail-order 
dealer. Best “Ad School” in existence Trial 
subscription, 10c. Sample copy free. AlLVER- 
‘TISEKS’ MAG AZINE, 815 Grand. Kansas City, Mo. 


DVERTISING MANAGER desires opportunity 
with manufacturer, mail-order house or 


department store, Forcible writer. Plans and 
pagal ee one gu A rofitabl Valuable experi- 
ence; reference, liiress ** B . A.,” Printers’ Ink. 


T WELVE OFFICES coverin covering entire newspaper 

and magazine field. Openings in ai) parts 
of the world. Advertising. Publ shing, Sales, 
Ofttice and Technical. Write tor information. 
HAPGOODS, 3% Broadway, New York, or 1010 
Harttord Buildinz, Chicago. 


OSITIONS NOW OPEN—For adv. men, O., 
$30-40; Ind., $15-18; Ct.. $25-30; salesman for 
book publ. shing bouse, $35 and ex enses; busi- 
ness manager, Pa . $3; jae manager, IIL, 
$25-30; city editor. N. J..$ linotype operators, 
—S orters, $12- igi Flinder pressmen. $18-20. 
pokk t No. 7 is free. Fk RNALD SPNEWSPAPER 
MEN’S EXCHANGE, Springfield, Mass. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and av’ managers should ure the ciassified col- 
umns of PRINTKRS’ INK, the buxitnese journal for 
adve:tiser:, pnolished "weekly at 10 Sornee Si., 
New York. Such savertitements will be inserted 
ar 20 cents per line. six wordsto tne line. PRINT- 
gre’ INK ts the vest school for advertisers, aud it 
reaches every weed more emoloying aavertirers 
than any other publication in tne United States, 


WANTED 


OFFICE MANAGER 


protpiaent magazine wants a tavonehty 
etpable and experienced executive, und-rstan 
ing office systems and accounting Must be able 
to furnish unquestionable credentiais as to char- 
ater and ability, and be willing to make irvest- 
ment sufficiently lirge ($2,000 to $5,0.0) to insure 
——— interest A good opportunity for 
rig man. OFFICE EXECUTIVE,” c.re 
Printers’ Ink. 





We want an advertising 
solicitor. 


But he must be more 
than an ordinary solicitor. 


He must be able to 
write good copy and a 
cracking good letter. 


If you think you are 
the man, write us the 
letter and tell us why. 
Give education, age, ex- 
perience and other infor- 
mation of interest. 


SAR-CO., 
Care of Printers’ Ink. 
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VV ASTED—Cierks and others with common 

school educations onty, who wis to qual- 
ity for ready positions at $254 week and over, to 
write for free copy u's my new prospectus anc 
endorsements from lending concerns evers- 
where. One vraduate fills $8,000 place, another 
4,000, and any number earn $1,500, The best 
clothing adwriter im New York’ owes bis suc- 
cess | fl ad err to my teachings. De- 
mana e 

GHONOE. H POWELL. Advertising and Roel. 
ness Expert. 768 Metropolitan Annex, New York 

— ++ ——— 


PATENTS, 


weasPATENIS that PROTEC Tass 
Our & books for Inventors names on receipt 
of 6 cts. stamps. R. S. & A.B. LACEY 
Washington. I. ©, te 1869. 








—_+2o >_< 
COIN MAILER, 


g 60 PER 1,000. For 6 coins $3. Any printing 
e ACMECOIN CARRIER CO., Burlington, la. 
ae 
PAPER 


B BASSET! & SUTPHIN, 
62 Lafayette xt.. New York ‘city 
Coated paversa specialty. Diamond B ‘Perfect. 
Write for hign-vrade catalogues, 


_—- +o 
BOOKLETS, — 








eal oot 500, $20; L000, $25. 1 900 . $30; 2,000, $35 
40; 5,000, $65. Free sample to Banks 0 only. 
Printer 8’ Ing Press, 4 45 Rose Street, New York, 


PUBLISHING BL BUSIN NESS OPPOLKTUNI- 


Uo. 


N ONTHLY TRADE PAPEK 
4 Having good name and high standing 
Can be boucht at rigut pric’. — 
3.000 | aid apn yee gross business 
Over $30.000; profit $8,000. 
The right man can pee the business. 
ltise peas at $35, 

EMERSON . HARRIS, 

Broker in Publishing Property, 
3 Broadway, New York. 


Mesorur county seat. Democratic weekly. 
One competitor. Town of 2,500. Ouner 
has been giviny only nominal attention, being 
absorbed with other things. Despite this prop- 
erty has been doing for three years en average 
business of $3,980 per year, and poe ges owner 
for his time and investment $1, ‘r_year. 
Pries cash, balance Goterred: In 
hands of actively working owuer property would 
do much better. 
Proposition No. 381. 
C. M. PALMER, 
Newspaper Broker, 
277 Broadway, New York. 


Sa al 
COIN CARDS, 


x PER 1 Less for more; any printing. 
e THe GOIN WRAPPER C©.,. Detroit, Mich, 
———————E 


SUPPLIES 


ERNARD’S Cold Vater Paste is being, used 
on all advertising wagons traveling through- 
out the U. s ageing enn od » Spavin Cure 
0-pound box costs $3 two barreis 
BERNARD'S past DEI PAkTMENT. Kee 

tor Building. Chicago, 


— 


POST CARDS. 


PARIS: illustrated POST-CARDS 


: bg novelties for collectors; views and por 
trait Apply to P. K. GASTON C¢ 
Bureau 14, Paris, Fisies 








<2. 


MAILING MACHINES. 


HE DICK MATCHLESS 5 MAILER. - htest and 
quickest, Price $14.50. F. J. ENTINK, 
Bnffalo, N. Y 
ae 


Mfr., 178 Vermont St.. 
INDEX EX CARDS, 
| <X CARDS for all Cabinets. Get our prices 


and samples THE BLAII PRINTING CO, 
912 kim Street, Cincinnati, Ohio. 

















§0 
PRINTING. 


b oe *- shure with us the economy of our loca- 

ion. Our tacilities insure perfect work. 
! rompt estimates on letter-heads; factory forms 
and booklets in large quantities. THE BOULTON 
PRESS, drawer 98, Cuba, N. Y. 


FOR SALE, 


OR fark, mostly cash, buys small 
daily, large weekly «Vem.), and job busi- 
ness in good central Michigan town of 5,000. 
Loug e-tablished and always made money. No 
triflers cr curonics. Address “M.R.,” care 
Printers [nk. 


uk. 

eo of failing health, the prevtean, of 

Columbia County Repub! sn will sell 

the paper at « bargain. The rag 4 Kepublican 

a in Coluinbia County, Va. red 

of 40 , om pulation Inquire of JAMES C. 
BROWN, Puvlisher, Bloomsburg. Pa. 

I Nae aside li 
TYPEWRITER RIBBONS. 

3! Pots. Three for $1.00, ’ostpaid. Money bick 

@ imstantiy if not equal to best you ever 

bought. Any color. Any machine. Carbon 

eect, ae ao 100 ——_ postpaid. Best made. 

Buy and save retailers’ profits, TYPt- 

Ww ITER t RIBBON MUCK CO., Wilmington, Del. 


BUSINESS :SS OPPORTUNITIES. 


WILL invest $5,000, and take active intere-t 

in a trade paper or advertising agency. 

Answers must give principal details. Address, 
‘4y’ Cale Printers’ Ink. — 


Ambitious 
CLERKS and SALESMEN 


We Can Increase Your Salary 


Our new unique system of teaching Ad Writing 
co-ts little and assures you an independent in- 
come by a few hours’ evening study. It prepares 

‘ou to teach ag well as a —— Send 

1 00 for 10 parts worth rdinary !n 
troduct: ry Offer. AD- TERS TASSUCIAL 1 ION 
OF AMERICA, Mint wapiepans sy Pn, Pa. 








DISTRIB UTING A ‘AGENCY. 


DISTRIBUTING 


We have a corps of competent, efficient men in 
every State of the Union, and will doany of the 
following work for responsibl~ firms at the 
most reasonable prices: 

Distribut:ng advertising matter. 

Samples. 

Collect names and addresses of any trade, 
class or profexsion; or of sufferers from any 
diseases; or —_— who make a hobby or spe- 
cialty of «.nything 

Give your advertising to a responsible firm. 

Look us up in Dun’s or Bradstreet’s. 

These are responsible men not boys, and we 
vouch for their abil.ty 

Their names and addresses will be furnished 
on request. 

THE ‘BODKIN SERVICE, VanBuren and Dear- 
born Streets, Chicago. 


PREMIUMS. 
SEED PREMIUMS 
FOR EVERYBODY 


Twenty-five years’ experien Biz winners 
Just what people want. Will vmake friendy for 


ouand me. Part pay takeninad spwe. Now 
s yourtime. P seaee write 
A. T. COOK, Seedsman, Hyde Park, N. Y 


PRINTERS’ INK. 


PREMIUMS. 


MVHOUSANDS of suggestive premiume suitable 
for publisners and otners from the foremost 
makers and wholesaie Cw ‘in jewelry anc 
kinared lines. 400-page list price illustrated 
catalogue (@@) Arenteet book of its kind, 
: ublished annually. 36th issue now ready ; free. 
. F. MYEKS CO,, 47w. and 49 Maiden Lane. N. Y, 





a 
HALF-TONES. 


’ RITE for samples and prices. STANDARD 
ENGRAVING CU.. 560 7th Ave.. New York, 
: N EWSV”APEFR HALF-TONES, 
“ 2x3. 75c.; 3x4. $1 ; 4x5, $1.60. 
Deliverea hee a accompanies the order. 
Senu tor sam 
KNOXVILLE ENGRAVING C 0., Knoxville, Tenn, 


ALF-TONE or line productions. 10 square 
inches or smaller, detivered prepaid. 74..; 

6 or more. 40c. each. Casa with order. All 
newsvuper screens. Service day and night. 
Write for cireuiars. Keferences furnished, 











Newspaper process-engraver. P. 0. Box 815, 
Philadelphia. I’a. 
ADVERTISING MEDIA, 
5K Robert Tomes, 116 Nassau St., New York, 


Jastern representative of “ ‘Ohio Select 
List.” of which it isa member. if the Iroy (Ohio) 
KECORD ever cuts its rates. All its conces<icns 
are stuted on ratecaru. Send for copy. 


—_— ++ —— 
ADVERTISING AGENCIES. 


. O’GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively, 


He 





IRELAND ADVERTISING AGENCY, 
1029 Tribune Building. New York, 
925 Chestnut Street, Philaaelphia. 


A LIER?! FRANK & CU., 25 Broad Street, N.Y, 

General Advertising Agents. Kstablisheg 
1872. Cnieago. Boston. Vhiladelphia. Advertis- 
ingof all kinds piaved in every part of the world, 


ANUFACTURELS’ ae RTISING BUR —_~. 
237 Broad awey nha P Ov. New York. 
in the TRA 30 NALS our i anee ialty. 
Benj. R. Wes: 4 Propee Es “Est. 1877. 














IN THE SHADE OF 
THE PALMS 
and with some judicious 
ADVERTISING you can es- 
tablish a profitabie ex- 
port business. This will 
ensure you against dull 
times at home. tin- 
America is now open to 
you. We are the only 
American Advertisers’ 
Agency in Latin-America 
THE BEFRS ADV. AGT NCY 
Bank of Nova Seotin Bidg. 
Havana, Caba 


suceae 





THE MAN WHO WILL 
IS THE MAN WHO CAN : 


send $1 for + Davids’ 
mee in Commercial Lettering with brush or pen; 
ctical 
do good show card work. This book contains 
much information of great value to advertisers, 


THADDEUS DAVIDS CO., 127 William St. New York, 


Practical Letterer, complete in- 


hints on photo-engraving and designing ; 


ESTABLISHED 1825, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements. ideas for window 
eards orcirculars, ind any other su sgestions for bettering this department, 











HAVERHILL NATIONAL BANK, 
HAVERHILL, Mass. 

Editor Ready Made Department: 
Dear Sir—Your constant invitation 
to submit model advertisements has 
led me to send you a few clippings, 
from our daily papers, of the ads our 
bank has been running for a year. The 
large initial letter has been maintained, 
with the clear space around the print- 
ing, and the same copy has not been 


account, the security afforded by 
this particular bank, etc, 





THE GLOVERSVILLE “LEADER,” 
Collins & Combes Publishing Co., 
GLOVERSVILLE, N. ‘Y. 
Editor Ready Made Department: 
Drar Sir—There is a_ church in 
Gloversville that advertised its Revival 
Services in the Leader. They used a 





Perplexing question with 
many persons is what to do 
with money on hand, with 
conditions not right for in- 
vestment. During the pe- 
tod pending decision a deposit ac- 


count with this bank offers every 
possible element of safety, while at 
the same time the money is draw- 





interest from the date of deposi 








used twice. They have taken space 
three days a week, Yours truly, 
(Signed) W. D. Stearns. 





These ads are marked by a 
strong individuality in  typo- 
graphy, as shown by the accom- 
panying reproductions, They also 
make some good points as to the 
many advantages of the checking 


five-inch, double column space for one 
month, The ads are enclosed. The 
name of the church is the Fremont 
Street Methodist Episcopal, but in the 
advertising they used the name of 
“Fremont,” as it is popularly known. 
The pastor, Rev. ‘G. C. Douglass, states 
that the results were entirely satisfac- 
tory and much better than heretofore 
when cards and placards were used. 

I submit these ads and facts think- 
ing that perhaps they might be of in- 
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terest to your helpful dcpartment 
PRINTERS’ INK, Yours truly, 
(Signed) Epw. H. Mitts, 
Advertising Manager. 





church uses al- 
every kind of advertising 
except that which reaches farth- 
est and is most likely to attract 
those whom the church most 
anxious to attract. The minister 
who frames up a series of what 
might be termed business _ ser- 
mons, for instance, gives them 
attractive titles and advertises his 
subjects in a live way, will get 
men inside his doors who have 
never been inside a church since 
they became too big to partici- 
pate in the free orange and corni- 
copia distribution at Christmas 
time. But it’s just like any other 
kind of advertising in that it 
must be backed by “the goods"— 
not sensational talk nor hand- 
springs from the pulpit, but man 
to man, human interest talks on 
doing right for its own sake and 
not for a possible reward some 
time after death. Homely illus- 
trations, the citing of actual cases 
and the use of familiar, semi- 
business terms in place of high- 
sounding phrases that threaten to 
exhaust the visible supply of 
ponderous words, will help to 
beat down the mental guard that 


The 
most 


average 


is 


many a man puts up almost un- | 


consciously on entering a church. 
and by making him feel that he 
is being talked with instead of at 
put him in a receptive mood, And 
it takes some of this sort of ma- 
terial in the church ad to make 
the average non-churchgoing man 
say “Get thee behind me, Satan’ 
to the alluring “Fluffy Ruffles 
Sextette’’ or the “Refined Vaude- 
ville Girls” who wink at him from 
every billboard. Anyhow, that’s 
my idea about advertising to get 
men into a church. The ads sub- 
mitted are better than the aver- 
age. The subjects suggest in- 
teresting talks, and the “cordial 
welcome” is extended without 
any sign of the tendency to “slop 
over” usually displayed when that 
is attempted. 


FRIENDS OF 


TO MEMBERS AND 
“FREMONT” 
We have sceured for to-morrow the 
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in; 


of the 


3remner. 


services 
Harry L. 


Russian Evangelist, 

He was educated 
for a rabbi. He will address a meet- 
ing for Men Only at 3.30. In the 
evening he will tell the thrilling story 
of his life. 

Our services’ will continue 
week. The atiendance the past week 
has been much greater than any year 
of the present pastorate.. If possible 
come every night next week 

MASS MEETING FOR MEN, 

Sunday, 3.30 p. m. in Auditorium 

“FREMONT.” 


next 














“WANTED, A MAN,” 

Is the Subiect of the Pastor's 
Remarks at the 
Meeting for Men at 
“FREMONT,” 

‘ Sunday 3.30 p. m. 

Every Man Cordially Invited. 
The last meeting of the weck 
TO-NIGHT. 
“Fremont’’—-7.30, 

_ Subject of Sermon: 

“The Hidden Manna, the White Stone 
and the New Name.” 

Come Early 
Get a Good Seat 
Bring a_ Friend 
If You Have No Other Chureh Affilia- 
tion Spend Sunday at 
“FREMONT.” 

Preaching 10.30 by the Pastor. Sub- 
ject, “The Divinity of Man.” 

Mass Meeting for Men, 3.30. Harry 
J. Brenner speaks on “True Disciple- 
ship.” 

Preaching 7 p. m. by Harry A. 
Brenner. Subject, “The Garden of 
Life.” 

Class Meeting, 9.30 a. m. and 6 p. 
m. Sunday School, 12. m. 

Come Early! Get a Good Seat! Bring a 
Friend! Make Yourself at Home! 
Help a Little! 

A Good Guarantee. From the Indian- 

apolis News. 

Men's “ | 
Men’s ‘“ Last | 


ve | 
Long” Socks. | 
If they don't “last long” all 
that go bad within six months 
will be replaced by the makers. 
The only conditions are these: 
You buy a box of *“*Last Long’”’ 
Socks, for which you pay us 
| $2.00. If during the jilbewing 
six months one or more socks rip, 
ravel, tear or wear through, you 
get new socks in their stead, The 
socks are of good lisle, all black, 
full fashioned and come six pairs | 
| in a box | 
| WM. HAERLF, 
| 4 West Washington Street, 
Indianapolis, Ind. 


— —____ 
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Jounn RIcHARDSON, 
Estate “‘Snens” and Fire 
Insurance. 

Ciinton, Iowa. 
Made Department: 


Real 


Editor Ready 


enclosed find a clipping from the 
Clinton, Iowa, Advertiser, under date 
of February 19, 1908. 

“The latest attempt,” and this with- 
in 128 miles of Chicago, “Hand it 
vut to them” in next issue. 

fours. very truly, 


_ (Signed) Joun RICHARDSON. 


You can just bet your last 
nxkel that “Old Buggy Emmert” 
is going to have a reputation for 
originality if he has to burn all 


of Mr. Rockefeller's midnight 
brand of oil and spend his last 
cent for newspaper space. He 


probably wouldn't swap a cheap 
curry comb for real advertising 
that would sell goods, but when 
it comes to something that will 
make his friends whack him on 
the back and say “Buggy, I seen 
your ad, and it’s a sure ‘nough 
dandy,” why then, no price is too 
high. “Old Buggy Emmert Says” 
altogether too much; he piles 
about fifty-seven varieties of ve- 
hicles on the poor reader, fills in 
the odd spaces with horse collars 
and garden utensils, puts paint 
and wall paper in the remaining 
chinks and winds up with a top 
dressing of baled hay, real estate, 
bob sleds, sleigh bells and what- 
ever happens to be lying around 
loose that he a noticed be- 
fore. When the reader gets his 
breath he oie. what it is all 
about anyhow, then concludes 
that “Buggy Emmert” is “true 
to his name” as the nurserymen 
say, and forgets it. Not a price 
in the whole thing—not a de- 
scription—not a single hook to 
stick in the memory of the reader 
and pull him up to the point of 
purchasing some one thing. Sort 
of takes you back to the days of 
your childhood in the country, 
when every advertiser had “just 
received” the same “fine line” of 
everything in general and nothing 
in particular that he had been 
advertising for the last fifty-two 
weeks in the same seductive way. 
The good old days when they all 
sold “The best goods at the low- 
est prices. No trouble to show 
goods. Give us a call,” ete. and 








53 
so on. Here’s the ad; try your 
strength; 

OLD BUGGY EMMERT SAYS: 
That in addition to the largest, finest 


line of livery if you wish to see the 


Davenport steel roller bearing easiest 
running wagon on earth, The New 
Labelle Wagon, the Fish dros.’ 
wagons, and trucks of Clinton, lowa, 
the North Western wagons and_ trucks 
of Ft. Atkinson, Wis., the only place 


in this country to find this full line on 
one floor is at our store. Four differ- 
ent kinds of wheelbarrows, three makes 
of spring wagons, Rock Island Buggy 
Company’s spring igs, heads the list. 
North Western spring wagons and road 
wagons, Perry Manufacturing Co.’s 
spring wagons and road wagons, Rock 
Island Buggy Co.’s buggies and sur- 
reys, S. G. Gay’s buggies and surreys, 
Perry Manufacturing Co.’s_ surreys, 
buggies and road carts; then comes the 
finest, largest, most complete line of 
Knueppel & Ott harness, made under 
the supervision of John M. Dobler, 
whom you all know well. ‘This stock 
we buy 50 sets at a time, all warranted 


goods; six hundred collars; can fit any 
horse in the State; then robes, fur 
coats, blankets, whips, combs, brushes, 
sweat pads, all kinds of rope, forks, 
shovels, spadcs, and garden utensils. 
Paints and wall paper, 17 kinds of oil, 
Hammer Bros.’ white lead, the best on 


the government 
and endorsed by 


earth and the kind 
buys for all purposes, 
the painters’ unions all over the coun- 
try. Tongues, bolsters and reaches in 
the rough; oyster shell, cord wood, 
baled hay, real estate in good loca- 
tions, on the best of terms; bob sleds, 
cutters and sleigh bells. You can go 
to any of the surrounding large cities 
and inspect all they have, then come 
back to the store around the corner 
and you will find that for a full stock 
in all lines DeWitt is in the lead. It 
is also the best little town in the State 
of Iowa, situated like a flower garden, 
in the center of the most productive 
land, peopled with healthy, honest, 
prosperous citizens. Take our advice, 
settle in or near old DeWitt, read the 
Advertiser, rest in peace and get up 
in the morning with a determination 
to buy the best No. 1 goods from 
OLD BUGGY. 
DeWitt, Iowa, 





and_ Pressing. From the 


Cleaning : 
(Tenn.) Commercial  Ap- 


Memphis 
peal. 


I'll Take That 
Spot Out! 


When I clean and press a suit— 
you may be sure that when I re- 
turn it to you there won't be any 
dirt or grease spots left. I can 
make any old suit look just,as 








good as new for $1.75. Bring 
your last Wiater’s suit in. 
JOHN HANSLER, 
120 Monroe Street, 
Memphis, Tenn. 
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A Laundry 


PRINTERS’ INK. 


Ad. From the 


Arizona Republican. 


By Hand. 


That’s the way we do 


flannels and it’s the only 
way. The soft, fleecy finish 
is obtained by the new 
smoothing process. 
White Wagons, 
Try It. 
ARIZONA LAUNDRY, 
Phoenix, Ariz. 





For 


Danbury 


a Bonding Company. From 
(Conn.) News. 





Don’t Run 
Around 


looking for a personal friend 
to go on your bond. You 
may be refused or if you 
succeed you are made to 
feel always indebted to the 
bondsman. It is much bet- 
ter and pleasanter to go to 
the agent of some good 
bonding company and pay a 
trifle and be independent. 
We have “hooked up” with 
the Massachusetts Bonding 
and Insurance Co., of Bos- 
ton, Mass. 
“They Seem Good to Us.” 
Drop In, 
D. T. CORBETT, 
‘Thone 446-5. 
91 White Street, 
Danbury, Conn. 











From the Pittsburg Leader. 








Holland Herring 
To Eat in Lent. 


Salt fish are as _ whole- 
some and as nutritious and 
cheaper than meat—will keep 
better—and are always 
available on short notice. 
Food authorities advise the 
use of Salt Fish at least 
twice a week, because they 
provide the phosphates, salts 
and other food elements 
needed by the human sys- 


tem. . 

Hence we make a Friday 
feature of a new shipment 
of the finest Holland Her- 


ring ever caught by the 
Dutch fishermen—all extra 
large selected fat fish, 
packed in kegs holding 34 
to 36 fish. 

$1 kegs of Milchner 


Herring for only 75¢, 
Also goc. kegs of Mixed 
Herring for 65c. 
KAUFMANN’S, 
Pittsburg, Pa, 








Phoenix 


the 


Savings 
Zanesville 


Bank Argument. From 


(O.) Signal. 








The Net 
Difference. 


The net difference between 
what you earn and what you 


spend is Power. Are you 
accumulating this kind of 
power? An account with 


this Bank on Savings de- 
posit will be a constant in- 
centive for you to deposit 
each week or month the dif- 
ference between your income 
and your actual expenses. 
In a year it amounts to 
something worth while. Try 
it. 
THE OLD CITIZENS’ NA. 
TIONAL BANK, 
Zanesville, Ohio, 








A Good and Timely One, 
Pittsburg Leader. 


From 











The Knox 
Spring Derby... 


The Knox is a_ gentle- 
man’s Hat—first, last and all 
the time—stylish, conserva- 
tive, becoming—The spring 
shape is exceptionally good 
looking-—and you know the 
quality is right—Knox qual- 
ity is always right. 

We have all dimensions in 
stock and can suit any face. 


THE PAULSON. BLOCKS 


We don’t charge as much 
for the Paulson hats as for 
the Knox—but they’re all 
right—you can depend on 
that—a better hat can’t be 
made for $3 or $4. We've 
paid particular attention to 
young men—and are show- 
ing several chic, snappy 
little flat set derbies that are 
just different enough to make 
them attractive. There’s a 
lot of talk about colors this 
spring and we are showing 
several smart browns in both 
Knox and Paulson blocks— 

And a very few new 
shades in soft hats—Come 
in and look them over—The 
one you want is right here 

Prices— 

Knox, $5. 

Paulson, $4 and $3. 


PAULSON _ BROS. 
515 Wood Street, 
Pittsburg, Pa, 


Co., 








the 


the 
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BUSINESS SUGGESTIONS AND ADVERTISING 
‘THE BASEMENT, 








The Basement is almost like an- 
other store in that it seems so 
foreign to the main part of the 
establishment itself. It can, how- 
ever, be made a most valuable 
asset if handled judiciously. The 
general public have a_ natural 
aversion to descending a stairs, 
and the inducements to make 
them do so must be more than 
ordinary. The best and most ac- 
cepted use for a basement is as a 
sale place for bargains and re- 
duced merchandise. It’s a great 
place to collect odds and ends 
and to remove old and broken 
lots. 

A store in New York has what 
they call a Bargain Basement, 
which is much like a_ separate 
store, having its own manager and 
its own place in the daily adver- 
tisements. 

In this Bargain Basement are 
placed on sale job lot purchases 
and the accumulations of various 
departments throughout the main 
store. The Bargain Basement 
draws the bargain-hunting wom- 
en, because the values are real and 
often remarkable. Once in the 
store, even though she comes in- 
tentionally to buy only in the 
Bargain Basement, the merchan- 
dise and other floors also comes 
under her attention. The natural 
bent of women is to “shop.” 
She'll not stop at the basement 
but will travel to the other floors 
to look around. The initial in- 
tention of looking around leads to 
many orders, and anything that 
will induce this looking around 
should be fostered. 

The Bargain Basement values 
will attract her to your store and 
your display of other merchandise 
and the merchandise itself will 
sell more than that for which she 
really came. , 

A store in Philadelphia whose 
regular trade is of a rather high 
class captures considerable of the 
cheaper, but equally profitable 
trade by maintaining a Bargain 


Basement. It is like an entirely 
different store and the merchan- 
dise is of an entirely different 
character from that handled on 
the upper floors. By this method 
they can successfully compete 
with the cheaper stere and _ still 
hold their prestige with the high- 
er class trade. 

A visit to this Bargain Basement 
will witness equally well dressed 
women as frequent its most ex- 
clusive departments, so it evident- 
ly answers the double purpose ot 
meeting competition and attract- 
ing even their exclusive trade to 
their store. In the Basement of 
this particular store are held 
from time to time industrial ex- 
hibits, showing how various com- 
modities are made, and _ these 
shows attract great crowds and 
are not only educational but are 
undoubtedly also good business 
producers. 

The Basement is an excellent 
locality to hold a General Winter 
Clearance if it is not now a 
Bargain Basement. All left over 
merchandise can be moved to the 
Basement, making the upper floors 
clean and attractive for spring 
display. Your values offered in 
the Basement at the General Win- 
ter Clearance will be the induce- 
ment for a woman to postpone 
her washing until Tuesday, and 
your spring display can be men- 
tioned in the same advertisement 
of your sale. 

‘Speak of the alluring array of 
spring dress goods, millinery, 
etc., in the various parts of the 
ad sandwiched in, as it were, for 
her notice. 

The bargains you offer at this 
sale will bring her to your store, 
and your spring display should 
be so attractively arranged that 
she will be induced to buy. Rest 
assured that every woman will at 
least view those displays and a 
certain percentage will be unable 
to resist their calling, and they 
are the ones you're after, 
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A JOURNAL FOR. ADVERTISERS, 
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TURN TO THE SUMMARY. 


On page 35 of this issue of Printers’ Ink is given the 
amount of advertising carried in March by each of the 
periodicals of general circulation. The Doubleday, Page 


& Company magazines are credited with 64,494 lines, as 


follows : 

LINES 
The World’s Work - - 14,568 
Country Life in America - 32,692 
The Garden Magazine = 17,144 


This great volume of business (more than is credited 
to any other pub.ishing house) indicates the confidence of 
general advertisers that the readers of these distinctive 
publications have “the power to buy” investment securities 
and the best of everything for the hdmes, to plant fine 
gardens and to build fine homes. Actual results are the 
arguments that secure orders in this year of grace. 


COUNTRY LIFE THE WorLp's Work | THE GARDEN 
IN AMERICA MAGAZINE 


DOUBLEDAY, PAGE & Co. NEW YoRK. 
Western Office, 1515 Heyworth Building, Chicago. 


P.S.—A few readers of Printers’ Ink have not asked us 
to send their pocket books with the long green lower to 
Buy. They are full of real money, if you follow directions. 
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